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K&E Lands Pepsi; Will 
Drop Welch Grape Juice 


Net Gain in Billings Is 
About $4,500,000; Date 
Set for Change Is April 1 


New York, Dec. 15—Pepsi-Cola 
bounced across town yesterday, 
depositing its account at the door 
of 247 Park Ave. and Kenyon & 
Eckhardt, which promptly resign- 
ed $1,500,000 in Welch grape juice 
billing to make room for the new- 
comer. Changeover date for K&E’s 
succession to Biow-Beirn-Toigo on 
Pepsi is April 1. 

The account is billing at the 
rate of $6,000,000 per year, accord- 
ing to Biow-Beirn-Toigo. 

It was learned that the Welch 
account is not open to solicitation. 
The company already has decided 
on its new agency, and will an- 
nounce the name of the agency 
shortly. 

The decision to resign the 
Welch account was apparently 
based on the agency’s concern 
about involving itself with two ac- 
counts which become competitive 
at two levels—in soda fountains 
and in supermarkets. It did not 


Opposed by Own 
Examiners, FTC 
Asks Insurer Code 


WASHINGTON, Dec. 16—Uneasy 
about its lack of progress in the 
health and accident insurance in- 
dustry, the Federal Trade Com- 
mission today invited industry and 
state officials to a conference to 
discuss a trade practice code deal- 
ing with controversial advertising 
procedures. 

While consent settlements have 
been negotiated with four compa- 
nies, the remainder of the 41 com- 
plaints in this field which FTC has 
issued in the past 14 months are 
bogged down in jurisdictional dis- 
putes. 

In the past two weeks FTC has 
heard three unfavorable rulings by 
its own hearing examiners, siding 
with industry members who say 
the commission’s authority over 
their activities is confined to the 
areas (Mississippi, Missouri, Mon- 
tana, Rhode Island and the Dis- 
trict of Columbia) where there 
are no local controls over health 
and accident policies. 


= In two of these cases Hearing 
Examiner Frank Hier upheld the 
commission’s false advertising 
charges, but the application of its 
authority was declared to be lim- 
ited to portions of the country 
where the companies do only a 
small percentage of their business. 

A third case, decided today by 
Hearing Examiner J. Earl Cox, not 
only limited FTC’s authority, but 
also threw out the entire case, 
with a finding that FTC had 
taken the controversial advertising 
phraseology out of context. He also 
said the commission appears to be 
trying to serve as the public’s legal 

(Continued on Page 65) 


stem from either of the clients. 

K&E was named earlier in ‘the 
year to handle Welch in Canada, 
and will tontinue as the Welch 
agency there. Pepsi-Cola in Can- 
ada is a Cockfield, Brown & Co. 
account. 


® AA learned that Kenyon & Eck- 
hardt was tapped from among 
three agencies considered by Al- 
fred N. Steele and his board of di- 
rectors at Pepsi. A spokesman for 
the company said K&E was select- 
ed because “it is one of the top 
five agencies.” 


The spokesman added that K&E 


“is good, creative, brilliant; but 
most importantly, it has the best 
regional setup of offices, based on 
such clients as Lincoln-Mercury, 
RCA and Whirlpool-Seeger, and 
this arrangement offers tremen- 
dous service potentials to local 
bottlers.” 


® The Pepsi spokesman also said 
that while K&E was one of “three 
agencies looked at,” one of these 
has a competitive account and was 
dropped from further consideration 
for that reason. He declined to 
name the other two agencies. 

One top K&E man said his agen- 
cy made no formal presentation, 
and showed no charts. He said no 
campaign ideas were presented nor 

(Continued on Page 61) 


Refrigerator, Freezer 
Are Latest Additions 


to Duncan Hines Line 


Irnaca, N.Y., Dec. 15—The Dun- 
can Hines label is moving into the 
major appliance field, with two 
companies scheduled to market a 
refrigerator and a freezer, respect- 
ively, bearing the well-known 
Hines name. 

Quicfrez Inc., Fond Du Lac, 
Wis., has contracted to make four 
models of refrigerators now, with 
two more models to follow, while 
Ben-Hur Mfg. Co., Milwaukee, will 
make five freezer models to be 
sold under the Duncan Hines name. 

The ad campaign for the refrig- 
erators includes page and half- 
page ads in Electrical Dealer, Elec- 
trical Merchandising and Retailing 
Daily. Consumer advertising will 
follow. The new models will be 
marketed through dealers exclus- 
ively, according to the Quickfrez 
company. 


® The five models of freezers will 
be marketed some time after Jan. 
1. The models, which include three 
chests and two uprights, will be 
advertised -in Electrical Dealer, 
Electrical Merchandising, Frosted 
Food Center, Frosted Food Field 
and Retailing Daily. 

Both ad programs will be han- 
dled by Walker B. Sheriff Inc., 
Chicago, agency for both compa- 
nies. 

The Duncan Hines label expand- 
ed into the small appliance line 
earlier this year, appearing on an 
electric coffee maker, a toaster, a 
pepper mill and an outdoor bar- 
becue grill (AA, March 14). 


PANCAKES GO FANCY—Aunt Jemima and the American Dairy Assn. 
will join in pushing “party pancakes” in January and February. 
Stressed in the campaign will be the use of differently flavored 
milks to make pancakes of different flavors. Full-color spreads in 
Life, Ladies’ Home Journal and Look, plus commercials on “Ozzie 
and Harriet,” “Disneyland” and the Bob Hope shows will be used. 


Everyone—Zenith, 


CBS, NBC—Has 


Ideas on ‘Bringing Up TV, FCC Finds 


WASHINGTON, Dec. 15—There 
was No easy answer evident today 
as tv networks and broadcasters 
hit the deadline fixed by the Fed- 
eral Communications Commission 
for ideas to stimulate construction 
of more tv stations. 

While about 600 stations have 
been authorized, FCC acted be- 
cause there is widespread feeling 
that tv’s expansion has come to a 
stop at a stage where most of the 
country has access to only one—or 
at best two—-stations. 

Much of the blame has been 


| placed on the tv allocation system, 


which often pits weaker u.h.f. sta- 
tions against powerful v.h.f. sta- 
tions with built-in audiences. 

Strong dissent from this line of 
reasoning has been filed, however, 
by Zenith and other advocates of 
toll tv. They say the chief reason 
why tv has stopped growing is that 
there is not enough advertising 
money in sight to support the kind 
of tv service the country needs. 


= In line with expectations, the 
commission today received peti- 
tions from a number of individual 
telecasters who say new stations 
would spring up in their markets 
if local allocation shifts were ar- 
ranged so that the market became 
all-v.h.f. or all-u.h.f. 

In the past, FCC has hesitated to 
consider this kind of a proposal be- 
cause individual shifts often set off 


chain reactions, which require nu- 
merous other modifications in as- 
signments to other communities. 


® Two plans submitted by CBS 
today concentrated on the problem 
of assuring a minimum of three 
stations for each of the top metro- 
politan markets. One CBS plan in- 
volved the 12 v.h.f. channels and a 
portion of the 70 u.h.f. channels, 


(Continued on Page 64) 
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Old D. C. Statute 
Perils Premiums, 


Coupons, Boxtops 


WASHINGTON, Dec. 14—Commis- 
sioners of the District of Columbia 
were asked today to back the re- 
peal of a “lost” statute which is 
believed to outlaw the distribution 
of many kinds of merchandise pre- 
miums in the nation’s capital. 

Attorneys for the Premium Ad- 
vertising Assn. of America and for 
one of the area’s leading food 
chains told the commissioners the 
recently rediscovered ordinance 
not only hampers the use of gift 
stamp plans, but may also apply to 
other premium operations, such as 
the coupons enclosed in Raleigh 
cigarets, and the premium offers 
included with breakfast cereals. 

The district’s corporation coun- 
sel, Vernon West, agreed that the 
old law might be interpreted to 
outlaw many kinds of premium of- 
fers. He told ADVERTISING AGE that 
his office has not attempted to en- 
force it until recently, when it re- 
ceived a complaint against the use 
of gift stamps by a food chain. 


® According to Bernard Margolius, 
attorney for Food Fair supermar- 
kets, the controversial law has been 
on the district’s statute books 
since the mid-1880s, when it was 
enacted in a wave of excitement 
over fraudulent gift enterprise 
schemes. . 

A federal law outlawing gift 


(Continued on Page 32) 


In Suit Against Ruthrauff & Ryan... 


Chancery Ruling O.K.s 
$1,000,000 Willis Claim 


Master's Finding: Deal 
with Ruthrauff & Ryan 
Was ‘Valid, Binding’ 


By Emmett Curme 

Cuicaco, Dec. 14—A ruling by a 
superior court master in chancery 
here today paved the way for P. 
P. (Pete) Willis to collect all or 
part of the $1,000,000 for which he 
is suing Ruthrauff & Ryan, his 
former employer (AA, Feb. 14 
et seq.) 

The ruling by Llewellyn A. Wes- 
cott, which still is subject to court 


Last Minute News Flashes 


Grant Gets Campana Cosmetics from Richards 


Batavia, ILL., Dec. 16—Campana Sales Co. has named Grant Ad- 
vertising, Chicago, to handle advertising for its Solitair cake makeup, 
Magic Touch cream makeup and Sheer Magic liquid makeup. Fletch- 
er D. Richards Inc., New York, formerly handled the three cosmetics. 
Erwin, Wasey & Co. is agency for Campana’s Italian Balm and Ayds. 


Warwick & Legler Resigns Remainder of Pabst 


New York, Dec. 16—Warwick & Legler has resigned the Eastside 
beer and Hoffman beverage divisions of Pabst Brewing Co., effective 
Feb. 29, 1956. Two months ago the agency lost Pabst Blue Ribbon beer 
to Leo Burnett Co. Paul Warwick, agency head, said he wanted to be 
“free and clear to carry on negotiations with competing brewery and 
soft drink advertisers.” C. E. Staudinger, v.p. and general manager 
of Warwick’s Los Angeles office, and William Brangham, supervisor 
of accounts, will move to the New York office after Jan. 1. 

(Additional News Flashes on Page 65) 


approval, held that a contract be- 
tween Mr. Willis and R&R, in 
connection with the American Air- 
lines account, formerly held by 
R&R, was “valid and binding.” 
(Judges, in the majority of cases, 
follow the recommendations of 
masters in chancery.) 

In his detailed 88-page report, 
Master Wescott recommended to 
the court that (1) R&R be required 
to account to Mr. Willis for all 
commissions collected on the 
American Airlines account from 
1938 until May 1, ’55; (2) Mr. Wil- 
lis be given a summary judgment 

(Continued on Page 63) 


R&R Still ‘Confident’ 


New York, Dec. 16—Through J. 
Lewis Ames, v.p. and secretary of 
the agency, Ruthrauff & Ryan is- 
sued the following statement in 
connection with the week’s devel- 
opment in the suit against it by P. 
P. (Pete) Willis (see story above): 
“We have not yet had an oppor- 
tunity to study the 88-page mas- 
ter’s report. However, we are con- 
fident that the official transcript 
of the complete testimony will 
substantiate the rightness of our 
position.” The agency indicated it 
would appeal the decision if the 
court upholds the master’s rec- 


ommendation. 
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Wildroot Co.'s 
Ward Maurer Is 
ARF's Chairman 


New York, Dec. 13—J. Ward 
Maurer, v.p. in charge of advertis- 
ing, Wildroot Co., has been elected 
chairman of the board of directors 
of the Advertising Research Foun- 
dation. 

Mr. Maurer, who has been vice- 
chairman for the past year, suc- 
ceeds Fred B. Manchee, exec. v.p. 
and treasurer of Batten, Barton, 
Durstine & Osborn. 

Dr. W. H. Wulfeck, chairman 
of the exec. committee, William 
Esty Co., was elected vice-chair- 
man and Edward P. Seymour, v.p. 
of Crowell-Collier Publishing Co., 
was reelected treasurer. Edward 
F. Herrick, member of the ARF 
staff, was reelected secretary. 

William A. Hart, formerly direc- 
tor of advertising for E. I. du Pont 
de Nemours & Co., will continue as 
president. He succeeded Edgar 
Kobak Nov. 1. 


® Officers and board members 
were elected here yesterday at the 
fifth annual meeting of ARF sub- 
scribers. The ARF board is a tri- 
partite affair, with advertisers, 
agencies and media getting equal 
representation. The new board 
lines up as follows: 

Advertisers: Mr. Maurer; Henry 
Schachte, Lever Bros.; Paul B. 
West, Assn. of National Advertis- 
ers; Ben R. Donaldson, Ford Motor 
Co.; Bay E. Estes Jr., U.S. Steel 
Corp.; Frank W. Mansfield, Syl- 
vania Electric Products; Dr. D. P. 
Smelser, Procter & Gamble. (Mr. 
Schachte, formerly with Bryan 
Houston Inc., switched during the 
year from the agency to the adver- 
tiser side.) 

Agencies: Messrs. Manchee and 
Wulfeck; Frederic R. Gamble, 
American Assn. of Advertising 
Agencies; B. B. Geyer, Geyer Ad- 
vertising; Fergus Mead, Buchen 
Co.; Arno Johnson, J. Walter 
Thompson Co.; Charles A. Pooler, 
Benton & Bowles. One directorship 
will be filled later. 

Media: Mr. Seymour; Walter C. 
Kurz, Chicago Tribune; Paul Mont- 
gomery, McGraw-Hill Publishing 
Co.; Vernon C. Myers, Look; Rob- 
ert E. Kintner, American Broad- 
casting Co.; Arthur H. Hayes, 
CBS Radio; John C. Sterling, This 
Week Magazine. 


Quebec Premier 
Threatens to Curb 
Newsprint Prices 


QueBec City, Dec. 13—Premier 
Maurice Duplessis says he doesn’t 
plan to back down on his threat 
to impose price controls unless 
Quebec newspapers are given price 


concessions by newsprint manu- 
facturers. 
“The stand I took is clear and 


ARF OFFICERS—New officers of Advertising Research Foundation are, 

left to right, William A. Hart, reelected president; J. Ward Maurer, 

v.p. in charge of advertising of the Wildroot Co., new board chair- 

man; and W. H. Wulfeck, chairman, executive committee, William 
Esty Co., new vice-chairman of the ARF board. 


Dairy Farmers Owe New-Found Prosperity 
to Big-Volume Advertising, Will Suggests 


Cuicaco, Dec. 13—The Ameri- 
can Dairy Assn., which spent $5,- 
000,000 for advertising this year, 
will allot $6,000,000 for 1956 and 
eventually hopes to be spending 
around $10,000,000 a year, accord- 
ing to Lester Will, ADA general 
manager. 

Mr. Will presented the dairy 
promotion story to a convention of 
the American Farm Bureau Fed- 
eration, as an example and object- 
lesson on what happens when 
farmers “cultivate the desire for 
good food through voluntary 
producer-financed educational and 
promotional campaigns.” 

Essentially, he said, the current 
ADA drive is a year old, having 
really kicked off when the associ- 
ation bought time on “Disneyland” 
last year. Currently, ADA is spon- 
soring (through Campbell-Mithun, 


Chicago) “Disneyland,” the “Lone 


Ranger,” a couple of magazine 
drives and radio and newspaper 
advertising (AA, Nov. 7). Its bud- 
get also covers product research, 
merchandising and publicity. 


® The goal of all this has been a 
regular, persistent “open line of 
communication” between dairy in- 
dustry and consumers, and Mr. 
Will estimated that, budget-wise, 
“We're halfway to the goal.” 

How has it worked so far? This 
way, said Mr. Will: 


e Per capita sales of butter and 
milk—the big two of dairying—are 
ahead this year for the second 
year in a row, in spite of higher 
retail prices on both products. 


e As of October, the parity price 
levels of milk and butterfat were 
slightly ahead of a year ago. This 
contrasts with a sizable decline 
in parity levels for most farm 
products. 


e Milk sales were up 4.2% in the 
first 10 months of °55. The start 


precise,” he told newspaper men | 


as he left the legislative assembly. 
“And I am not a man to back| 


down.” q ee 


Consolidated Paper Corp. be- | 


came the llth Canadian news-|j 


print producer to announce an in- | 3m 


crease in price. The boosts have |§ 
ranged from $3 to $5. Consoli-| 1 


dated’s increase was $4. 

Earlier increases 
statement from the Quebec pre-| 
mier that he might be forced to) 
institute price controls unless the 
companies made concessions to 
Quebec papers. | 


WXEL Promotes Wickham | 

Ben Wickham has advanced | 
from program manager to manag- | 
ing director of WXEL, Cleveland. 
The tv station is one of the Storer | 
chain, 


brought a| jm 


HARRY W. CHESLEY JR. is resigning as 
v.p. in charge of marketing of 
Philip Morris & Co. to become 
exec. v.p. and a director of D’Arcy 
Advertising Co., New York, Jan. 
2. Mr. Chesley formerly was v.p. 
and national sales manager of 
Pepsi-Cola Co. 


of this improvement, said Mr. Will, 
coincided with the launching of the 
expanded ADA campaign last fall 
—and notably with the start of 
the “Disneyland” commercials. 


e In butter, a 15-year decline in 
per-capita consumption was re- 
versed during 1954. Mr. Will cited 
an Alfred Politz study to show 
that this fall, for the first time, 
“we are cutting down the number 
of oleo-only households in Amer- 
ica.” 


e In butter Mr. Will also found 
that the big improvement coin- 
cided with the start of the stepped- 
up ADA promotion. 

At the current “halfway” bud- 
getary levels, the cost to the dairy 
farmer for this “self-help” pro- 
gram is 2¢ per cwt. of milk, or 
144¢ per lb. of butterfat, he report- 
ed. 

In sum, Mr. Will described the 
results as so encouraging that “one 
of our new, problems may be a 
rush of others to get into dairy- 
ing.” 


FTC Hits GM for 
Claiming Only Its 


Parts Are ‘Genuine’ 


WASHINGTON, Dec. 14—The Fed- 
eral Trade Commission contended 
today Chevrolet parts sold by Gen- 
eral Motors are no more “gen- 
uine” than similar parts sold by 
others. 

In an attack on GM’s efforts to 
build up its replacement parts 
business, the commission said 
many Chevrolet parts have been 
bought from outsiders, who sell 
identical or similar parts to in- 
dependent distributors. ° 

While GM’s activities in the re- 
placement parts business were 
spotlighted in the course of recent 


to have been under consideration 
\long before Congress intervened. 

For nearly two years FTC and 
the Department of Justice have 


GM. 


been under strong pressure, par-|/ 
|ticulary from replacement parts |; 
|manufacturers, to proceed against 


|@ The case filed today deals with 
|GM’s right to emphasize the need | 
for “genuine Chevrolet” replace- 
| ment parts. FTC contends the ads! 
imply that these parts are designed | 
exclusively for General Motors| 
and that they are superior to all | 
others. 

“Not all automobile replacement 
parts available for use in the re-| 
pair of Chevrolet automobiles [but] | 
not sold by [GM] are counterfeit | 
or spurious, and some will func- 
tion as efficiently as will [GM’s] 
so-called ‘genuine 
parts,’” FTC said. 
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Want to Know How Much Your Doctor Will 
Charge? Ask Him, Advises Parke, Davis Ad 


Detroit, Dec. 14—Parke, Davis 
& Co., one of the nation’s leading 
drug manufacturers, has this piece 
of friendly advice for the public: 
Don’t be bashful about discussing 
price with your doctor. 

This advice is freely offered in 
a full-page ad now breaking in 
Life, The Saturday Evening Post 
and Time. 

The ad leads off with the head- 
line, “Is there one question you’re 
too shy to ask your doctor?” Pic- 
tured in embarrassed puzzlement 
is a svelte fashion-plate blonde 
wearing a fur neckpiece. 

Copy says most people refrain 
from bringing up the question of 
price, “supposing it somehow un- 
becoming to talk about money to 
the man they are entrusting with 
their life.” i 

The ad, however, goes on to re- 
assure consumers that professional 
groups are now trying “to clear 
up this misconception.” For ex- 
ample, Parke, Davis says that 
thousands of physicians now hang 
the following plaque in their wait- 
ing rooms: 


= “To all my patients—I invite 
you to discuss frankly with me 
any questions regarding my serv- 
ices or fees. The best medical 
service is based on a friendly mu- 
tual understanding between doc- 
tor and patient.” 


NS THERE ONE QUESTION 
YOURE TOO SHY To ASK YOUR DOCTOR ? 


Parke DAVIS a comeANY [7 


DOCTOR'S DILEMMA—Parke, Davis & 

Co. suggests that patients forth- 

rightly discuss fees with their doc- 

tors, in this current ad in Life, 

The Saturday Evening Post and 

Time. Young & Rubicam is the 
agency. 


Parke, Davis has been running 
institutional campaigns for many 
years to promote closer doctor- 
patient relationships. Young & 
Rubicam is the agency. 


Scrawl! Winner 
‘Writes’ Year-End 
Ad in Upjohn Drive 


KALAMAZOO, MicH., Dec. 13—The 
Upjohn Co., ethical drug house, is 
taking a flyer in consumer copy 
this month with a series of full- 
page ads promoting its vitamins. 

Designed to acquaint more con- 
sumers with the Upjohn name, the 
ads are running every week in The 
Saturday Evening Post and Time. 

They were purposely scheduled 
for the end of year, when con- 
sumer books are light, so that they 
could make the maximum impres- 
sion. 

The third ad in the series fea- 
tures a child’s scrawl saying, “I 
grew a whole inch since I saw you 
and I take my vitamins in pills 
now just like Daddy and Mommy.” 
Gaily-colored vitamin pills are 
cleverly used for punctuation. 


® Will Burtin, Upjohn’s art direc- 
tor, obtained this scrawl by going 
into second-grade classes in New 
York public schools and holding a 
contest, with prizes of $15, $10 and 
$5 for the top three scrawls. 

The ad also points out that Up- 
john makes 800 products, including 
“a complete line of vitamin prep- 
arations designed to meet the 


hearings of the Senate judiciary | pepe 
committee, FTC’s case is known!) 


STARTING ‘EM YOUNG—Upjohn Co. 

uses child’s scrawl to promote its 

vitamins in full page in Dec. 17 

Saturday Evening Post and Dec. 
19 Time. 


‘exacting requirements of the body 


from infancy to old age.” William 
Douglas McAdams Inc., New York, 
Upjohn’s agency, prepared the 
copy and placed the ads. 


‘Ads Help You Live 
Better for Less’ Is 
Theme for Ad Week 


SAN Francisco, Dec. 14—“Ad- 
vertising Helps You Live Better 
for Less” is the theme chosen to 
promote 1956 advertising recogni- 
tion week to be celebrated Feb. 
19-25 by some 6,000 advertising 
club members throughout the 
western U.S. 

All advertising material has 
been prepared by N. W. Ayer & 
Son’s San Francisco office, with 
Carl Zachrisson, agency v.p., as 
the account executive. Television 
material has been prepared by 
Burt Oliver of Foote, Cone & Beld- 
ing’s Hollywood staff. 


® The material will include three 
magazine advertisements, illustrat- 
ed by top Bay Area artists, and 
three newspaper ads, each in a 
different size. In addition, 10,000 
ear cards, outdoor painted bulle- 
tins, radio and tv material have 
been prepared. 

General chairman for the Ad- 
vertising Assn. of the West in help- 
ing to arrange celebration of the 


7 |week is Jackson Hoagland, Ari- 


zona Public Service Co., Phoenix, 


»|and senior v.p. of the AAW. 


The production committee is be- 


| |ing directed by Ken Boucher, Tide 


Water Associated 


Oil Co., San 
Francisco. ‘ 


Storck Changes Management 

Storck Brewery, Slinger, Wis., 
is under new management. A. C. 
Kurzer, Milwaukee wholesale lig- 
uor man, is president; Eugene E. 


|\Schall, brewmaster, is secretary- 


treasurer, and A. O. Haas, Mil- 
waukee, a director. Earl H. May 


formerly headed the brewery. 


Roberts to Canadian Airlines 


Douglas Roberts, formerly sen- 
ior account executive for Mather 
& Crowther Ltd., London, has 
joined Canadian Pacific Airlines 
as advertising manager, with 
headquarters in Vancouver, 
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Manhattan Shirt 
Picked Peck to 
Garner Garfield 


NEw York, Dec. 13—Manhattan 
Shirt Co., which last week chose 


Peck Advertising to handle its| 


men’s line, actually turns out to 


have named Sidney Garfield, the || 


chairman of Peck’s executive com- 
mittee. 


Manhattan’s 


decision, as re- 


ported (AA, Dec. 12), was to split | 
its $800,000 account, awarding the | 


men’s line to Peck and the wo- 
men’s to Daniel & Charles. 


However, the release issued by | 
Manhattan stated that the com-/}| 


pany has “picked Sidney Gar- 
field.. for the men’s line and 
Daniel & Charles for Lady Man- 
hattan.” 

John Orr Young, advertising 
consultant, who helped in the 
agency selection, told AA the re- 
lease was worded in this way to 
make it clear that Mr. Garfield, 
rather than the agency, is respon- 
sible for the account. 

He said the major factor in the 
selection of Mr. Garfield was his 
long experience in the men’s wear 
retail field. Mr. Garfield was for- 
merly president of Hirshon-Gar- 
field; he merged his agency with 
Peck last spring. Among the old 
Hirshon-Garfield clients were 
Adam Hats, B.V.D., Miles shoes, 
Franklin Simon, Broadstreet’s, 
Chester H. Roth Inc. and Stop & 
Shop. 


® Kenyon & Eckhardt resigned the 
Manhattan account in October. 
Seventy-two agencies put in bids 
for the account and 19 were inter- 
viewed via tape recorder. Manhat- 
tan now says: 

“The amount of time invested 
in talking with the large list of 
agencies and the final choice of the 
two soft goods agency specialists 
with emphasis on ‘merchandising’ 
and sales promotion experience 
constitute another case of the ad- 
vertiser—not only in this field but 
in other industries which sell 
through retail stores—expecting 
such services from the advertising 
agency.” 

This is so, says Manhattan, even 
in instances where an extra fee is 
charged by the agency for market- 
ing counsel, merchandising and 
sales promotion services.” 


‘ 


quick as a wink 
with Twinkle 


QUICK AS A WINK—Drackett Co., 
Cincinnati, maker of Drano and 
Windex, is launching a new prod- 
uct, Twinkle, a “triple-action cop- 
per cleaner,” with a national cam- 
paign breaking in January. Ralph 
H. Jones Co., Cincinnati, is the 
agency. 


The first in an interminable series 


Schweppes Limerick 
for Today: 


) 


y 


I sat next to the Duchess at tea; 
Tt was just as l feared it would be, 
Her rumblings abdominal 


Were simply phenomenal, 
And everyone thought it was me! 


P:S. You con't mix an authentic Gin-and-Tonic without 
the one-and-only Schweppes Quinine Water. 


SCHWEPPES ADS must be different, 
rather; 
Sometimes that’s not easy, we 
gather, 
For it’s hard to pretend 
That these limericks were penned 
by Ogilvy, Benson & Mather. 


Networks’ Cup 
Runneth Over with 


Bow! Game Income 


New York, Dec. 15—All the ma- 
jor radio and tv networks will be 
picking up year-end revenue from 
football. 

NBC-TV has the biggest sched- 
ule coming up, with five games 
sold to six different sponsors. Gil- 
lette Safety Razor Co. (Maxon, 
Ine.) will sponsor the Rose Bowl 
clash Jan. 2, with NBC carrying 
the radio coverage as well. A day 
earlier the advertiser will present 
the Blue-Gray collegiate game on 
NBC-TV and Mutual. 

Other NBC-TV games: the Cot- 
ton Bowl Jan. 2, presented by 
Dodge division of Chrysler Corp. 
(Grant Advertising); the East- 
West Shrine game Dec. 31, pre- 
sented by Chrysler Corp. (Mc- 
Cann-Erickson), and the National 
Football League championship 
meet Dec. 26. The first half of the 
latter game will be sponsored by 
Miller Brewing Co. (Mathisson & 
Associates) and Atlantic Refining 
Co. (N. W. Ayer & Son), with At- 
lantic carrying a northeastern re- 
gional hookup. Buick Motor divi- 
sion, General Motors Corp. (Kud- 
ner Agency) will air the last half 
of this attraction. 


s Buick also will carry the Or- 
ange Bowl classic from Miami on 
CBS-TV. CBS Radio has sold this 
game to R. J. Reynolds Tobacco 
Co. (William Esty Co.) and 
Bristol-Myers (Doherty, Clifford, 
Steers & Shenfield). 

The Sugar Bowl will be broad- 
cast and telecast by ABC with 
Gulf Oil Corp. (Young & Rubicam) 
as sponsor. 


National Brands Are 
Capturing the Pubs, 
Beer Expert Warns 


New York, Dec. 13—“The great- 
est long-term problem facing re- 
gional and local brewers is in ar- 
resting and reversing the trend 
toward national premium-brand 
dominance of on-premise  vol- 
ume... 

“At present some brewery man- 
agements suffer from astigmatism 
caused by too much study of quota 
figures...” 

These are quotes from an article 
in the current issue of American 
Brewer presenting a “Pattern for 
Beer Marketing in 1956.” It is the 
first of a series by John D. Stacy, 


specialist who has had experience 
in the .brewery field as a former 
promotion executive for Jacob 
Ruppert. 


® On the subject of advertising, 
Mr. Stacy insists that beer is more 
complex than most other consumer 
products because (1) it is con- 
sumed 365 days a year at almost 
any waking hour; (2) it is sold in 
over 200,000 outlets of all types, 
and in all sizes of containers as 
well as in bulk; (3) it is subject to 


.|many advertising restrictions, and 


(4) the great number of national, 
regional and local brands compet- 
ing for a share of the market 
makes a particular brand’s adver- 
tising job more one of holding its 
share than increasing it. 

“Thus,” Mr. Stacy says, “the ob- 
jectives of beer advertising must 
be shaped to overcome these com- 
plex competitive conditions. Build- 
ing and keeping a consumer fran- 
chise under these conditions is a 
relentless and never-ending activ- 
ity.” 

Advertising, like sales and mer- 
chandising, Mr. Stacy believes, 
should be planned in three-month 
periods. Even though the same 
theme may be used all year, he 
says, “each period should be sea- 


(Continued on Page 66) 


GENE S. VINIK has been appointed 
advertising manager of Thomas J. 


Webb Coffee Co., Chicago. Mr. 

Vinik formerly worked on the 

Webb account at Arthur Meyer- 
hoff & Co. 


a marketing and merchandising | 


| 


HOUSE OF ALMAP—Described as “the 
fastest growing agency in the 
world’s fastest growing city,” Al- 
map International Advertising 


Service, Sao Paulo, is building 
this futuristic nine-story building 
in the Brazilian metropolis. 


Union Pacific's 
$3,300,000 Budget 
for Ads Is ‘Invested’ 


CLEVELAND, Dec. 13—The Union 
Pacific Railroad Co., whose adver- 
tising budget is running at more 
than $3,300,000 a year, regards 
this amount as “an investment, not 
an expenditure,” J. P. Lynch, exec 
v.p. of the road, told the Cleveland 
Advertising Club. 

Reportedly No. 1 in advertising 
among U.S. railroads, the Union 
Pacific has been an advertiser for 
more than 90 years, he said. 

Discussing “Advertising as Seen 
from a Front Office,” Mr. Lynch 
declared: 


= “The best endorsement I can 
give advertising is to tell you how 
we feel about it at the Union 
Pacific. We’re really a combination 
of 100 railroads—coal roads, timber 
roads, passenger roads and the 
rest. But we have just two things 
to sell: Transportation and serv- 
ice.” 

Prior to 1869, the year the Union 
Pacific trackages met at Promon- 
tory Point, Utah, and Leland Stan- 


_| ford drove the gold spike, the com- 
_| pany already had been advertising, 
_|said Mr. Lynch. 


“The ads told of Union Pacific 
freight service and passenger ac- 
commodations to the West,” he 
said. “Luring Europeans as well as 


| Americans to the frontier, the ads 


| were appearing in Germany, Eng- 
land and other countries.” 


® Mr. Lynch made a graphic re- 
ference to the total advertising ef- 
fort America is making this year: 
$9,250,000,000. 
“The figure strikes home for a 
(Continued on Page 62) 
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Agency Business 
Booms in Brazil: 


Adman Machado 


New York, Dec. 13—The growth 
of television in Brazil and the rise 
of advertising in general in that 
country was outlined last week by 
the head of the “fastest growing 
agency in the world’s fastest 
growing city.” 

Caio Alcantara Machado, direc- 


} tor of the Almap International Ad- 


vertising Service, Sao Paulo, also 
described the growth of his two- 
year-old agency which started 
with about four accounts. Almap 
now has some 25 accounts, of 
which 18 are substantial. It ex- 
pects to bill about $600,000 this 
year. In inflated Brazilian cur- 
rency, the figure has somewhat 
more significance than it does in 
U.S. dollars. 

Mr. Machado said that adver- 
tising budgets generally are grow- 
ing at a rate of 30% annually, 
and some agencies are forced to 
turn away business until they can 
build up the facilities and per- 
sonnel to handle it. 


® Almap now is constructing a 
modernistie nine-story office 
building in Sao Paulo, where it 
will consolidate its various de- 
partments. 

Most programming in Brazil is 
live, with quiz and variety shows 
the most popular, Mr. Machado 
reported. Currently there are three 
tv stations operating in Sao Paulo, 
and their output is viewed by 
more than 500,000 people over the 
120,000 sets registered in the city, 
he said. 

About 2,000 sets are turned out 

(Continued on Page 6) 


Daytime Radio Now 
Leads Nighttime in 
Latest Nielsen Rating 


New York, Dec. 14—Today the 
biggest audience producing net- 
work radio shows are daytime 
attractions. 

The complete reversal of the 
phrase “choice time” was dram- 
atically pointed up this week by 
the Nielsen network radio report 
for the two weeks ending Nov. 12. 
The most popular network radio 
programs—in terms of homes 
reached—were not Groucho Marx, 
“Dragnet” or “$64,000 Question.” 

The winners were “Young Dr. 
Malone,” “Guiding Light” and “Ma 
Perkins,” in that order (see Niel- 
sen rating of leaders, Page 62). 
Fact is the top 15 shows on the 
basis of homes reached per broad- 
cast were daytimers. 


® This state of affairs is a “first” 
in radio though there have~been 
harbingers of what was to come 
in recent summers when some of 
the daytime perennials outrated 
the nighttime replacement fare. 

Arthur Godfrey, who works day 
and night on radio, is reaching 
more homes by radio in one 15- 
minute segment of his morning— 
2,127,000—than he reached in 30 
minutes on the Monday night 
“Talent Scouts”—1,526,000. Spon- 
sors carrying several segments of 
the morning simulcast can expect 
radio coverage that is double or 
triple the 2,127,000 figure. 

In November the average week- 
ly nighttime program was heard 
in 768,000 homes—a decline from 
the November, 1954, figures of 1,- 
026,000 homes. 

The average daytime program is 


12 | holding its own much better. This 


November, the average show 
reached 1,387,000 homes, compared 


| with 1,446,000 in November, 1954. 
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Chances Improve for Early End to Detroit's 
Newspaper Strike—and Advertising ‘Bind’ 


Detroit, Dec. 15—An early end 
to the Detroit newspaper strike 
appeared likely as the shutdown of 
the city’s three. dailies went into 
its third week. 

An accord has been reached by 
the Detroit Publishers Assn. with 
the stereotypers’ union on the is- 
sues that led to a strike against 


Produced from story board 
to release print in 10 days! 


When time counts, you 
can depend on Filmack 
for speed and quality! 


the Detroit Free Press, Detroit 
Times and Detroit News on Dec. 1. 

These included demands for 
premium pay for handling plates 
in advance of current publication 
date and for handling color plates. 

The lone issue separating the 
parties at week’s end was wages. 
How the main issues were resolved 


You'll be pleasantly surprised at our moe 
prices. Let us quote on your next TV film aan 


was not made known. 

There was a possibility that set- 
tlement of the stereotyper dispute 
might not reopen the papers be- 
cause of the expiration of contracts 
with five other mechanical unions 
and the American Newspaper 
Guild. 


# Charles Boyd, secretary of the 
Retail Merchants Assn., said a 
continuing survey of business indi- 
cated the volume was matching 
last year’s. However, he said some 
smaller stores and those depending 
on big promotional efforts had 
been seriously hurt by the lack of 
advertising. 

James B. Webber Jr., exec v.p. 
of J. L. Hudson Co. department 
store, the city’s largest retail ad- 
vertiser, said: “Though the Christ- 
mas business of J. L. Hudson Co. 
has thus far been slightly ahead of 
last year, it has naturally not kept 
pace with the rate at which we 
were going prior to the newspaper 
emergency. It would be foolish to 
think that a store, even a large 


Frozen lemonade sales ate concentrated...in lowa! 


THE DES MOINES 
REGISTER anv TRIBUNE 


An “A” schedule newspaper in an “A-1’’ market! 
Gardner Cowles, President 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
, Doyle & Hawley—Los Angeles and San Francisco 


.the boom in frozen concentrated 


lemonade in the state of Iowa in just one short 
year. In 1953, per cent use in lowa homes—city, 
town, village and farm—was only 8.2%*. But 
in 1954, use jumped to 24.2% ...a whopping 
increase of 195.1%!!! 


Not so amazing...when you remember that 
farm-rich, big-income Iowa is always eager for 


newer, better products and ideas.. 
spends cities like Philadelphia, Boston and San 


Francisco. 


-actually out- 


Get your sales share...in this responsive, state- 
wide market, through the one newspaper that 
covers the entire state of Iowa.. 
500,000-circulation DES MOINES REGISTER 
and TRIBUNE. 


. the better-than- 


* What do you sell? Foods, drug products, cars, appli- 
ances? In Iowa they’re all booming, and you can see 


how, in the latest BRAND INVENTORY IN THE 
HOMES OF IOWA SUBSCRIBERS to The Des 


Moines Sunday Register. Write us on your company 
letterhead. We'll mail your copy right away. 


Advertising Age, December 19, 1955 


volume department store, could go| 
without advertising in its primary | 
medium and still do as well as with 
full advertising coverage,” he 
added. 


® The Federal Reserve Board’s 
department store sales survey in 
Detroit found sales 9% ahead of 
last year for the week ended Dec. 
3 (two days after the strike open- 
ed). For the four previous weeks, 
however, sales had been 17% 
ahead of year-ago levels. 


circulation paper published by the 
Allied Printing Crafts and the 
Newspaper Guild, was trying to 
take up the media slack and was 
on a money-making basis despite 
having to pay in excess of the nor- 
mal price for newsprint. If the 
strike continues, the Reporter plans 
to increase its circulation to 200,- 
000 daily. 

Meanwhile, available radio and 
television time has all been taken 
by local advertisers and the sta- 
tions have reduced some network 
programs to accommodate Detroit 
advertisers. Radio station WJR, 
which usually concentrates on na- 
tional advertising, said its local re- 
tail advertising has shot up 300% 
or more. 

WWJ’s local radio advertising 
was up 30%, while WWJ-TV re- 
ported a 20% gain in local adver- 
tising. Other stations reported 
similar jumps. 

At the same time, suburban 
newspapers were expanding, and 
10,000 extra papers were being 
shipped in daily from Toronto. 
The Polish Daily News was pub- 
lishing an English-language edi- 
tion, bringing its total circulation 


The Detroit Reporter, 100,000- 


to 150,000 daily. In addition, an 


RICHARD N. WHIDDEN, formerly prod- 
uct manager with General Foods 
Corp., Battle Creek, Mich., will 
join Dancer-Fitzgerald-Sample, 
New York, as a merchandising ac- 
count executive, effective Jan. 1. 


extra 100,000 copies of the English 
version—bearing a department 
store chain’s name on the mast- 
head—vwere being distributed free 
in that chain’s stores. 


Oliver Named Business 
Manager for FC&B in West 


C. Burt Oliver, v.p. and general 
manager of the Hollywood office 
of Foote, Cone & Belding, has been 
named business manager of the 
agency’s western division. He will 
be responsible for all financial op- 
erations in the Los Angeles, Hol- 
lywood, San Francisco, Houston 
and Portland offices. 

Mr. Oliver has been with the 
agency for 25 years and for the 
past 12 years in Hollywood except 
for the years ’49-’51 when he was 
co-manager of the Houston office. 


1/5 of the state’s total sales. 


NEWS and RECORD 


Sales Management Figures 


GREENSBORO, NORTH CAR 
Represented by Jann & Kelley, 


“This i is the kind they use in the 
Growing Greensboro Market!” 


THERE’S PLENTY OF BOUNCE TO EVERY OUNCE of the 
GREENSBORO NEWS and RECORD’s 105,000 daily circula- 
tion in the Growing Greensboro Market! Here’s a heavy-sell 
medium that puts you in daily. contact with 1/6 of North 
Carolina’s 4-million people. Retail sales last year 
Greensboro ABC Retail Trading Area were $600-million— 


in the 


If you want more ounces of 


bounce in your selling, come into the Growing Greensboro’s 
Market where most advertisers know from experience that 
sales realy come easier, when they use the GREENSBORO 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


OLINA 


Inc. 
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This Week Magazine shares the power and prestige 


'|he written message is the one that LIVES 


Turn to the Bill of Rights—and read it as if you 


had seen your brother killed at Concord, or. 


fought with the butt of your musket at Breed’s 
Hill, or left your wife and children in the wilder- 
ness so that you might freeze at Valley Forge. 
Then translate all this in terms of the deep joy 
you would have felt when your freedom became 
sacred and inviolate on December 15, 1791, 
with the final ratification of the Bill of Rights, 
164 years ago. 


Transporting yourself back in time, or behind an 
iron curtain, can make you achingly grateful to 
the founders of our nation, the fighters for our 
freedom who gave us the Constitution for our 
law, and the Bill of Rights for our liberty —a 
blessed way of life. 


The written message is the one that lives. Tyrants 
talk of freedom, but the Bill of Rights, a written 


of these 35 great newspapers which distribute it. 


The Baltimore Sunday Sun. . 


The Milwaukee Journal . . . Minneapolis Sunday Tribune 
. «+ The Phoenix Arizona Republic 
Democrat . 


. . . The Pittsburgh Press . 
. . The Salt Lake Tribune . 


. The Birmingham News . . . Boston Sunday Herald . . . The Charlotte Observer . . . Chicago Daily News . . 
Des Moines Sunday Register . . . The Detroit News . . . The Houston Post . . . The Indianapolis Star . . . The Jacksonville Florida Times-Union . . . Los Angeles Times . . . The Memphis Commercial Appeal . . . Miami Daily News. . . 
. . . The New Orleans-Times-Picayune States . . . New York Herald Tribune . . 
. . Portland Oregon Sunday Journal . . . Providence Sunday Journal . . . Richmond Times-Dispatch . . . Rochester Democrat and Chronicle . . 


. . San Antonio Express and Sunday News . . . » The Spokane Spokesman-Review . . 


message, guarantees it. For talk, so very often, 
is empty and misleading. But the written mes- 
sage, by its very concreteness, is an honest pact 
between the writer and the reader, to be weighed 
and considered with the fullest measure of 
concentration. 


Whenever important ideas must be translated 
into action, men inevitably turn to the written 
word. For the written message is the one that 
lives and strikes home. 


This Week, America’s most widely read maga- 
zine, asks that you reappraise your own under- 
standing of the power of the written message. 
You make no important move in your life with- 
out using the written and the printed message. 
The leases you sign, the financial statements you 
issue, the agreements that guide your business, 
the bylaws you enact, the wills you have drawn. 


Your messages in This Week Kill LIVE) in 11,000,000 homes throughout America ! 


. Cleveland Plain Dealer . . . The Dallas Morning News. . . 


. - San Francisco Chronicle 


ee 
7 


. The Cincinnati Enquirer . . 


. Norfolk Virginian-Pilot and Portsmouth Star 


These form the bases of your progress. Yes, the 
written message is the one that lives — not fifteen 
seconds or a minute — but far beyond the fleeting 
moment — even forever. 


The printed page, rich in detail, exact in its mes- 
Sage, continues to be the surest way to convey an 
idea. Therefore, This Week wishes to remind you 
of the basic wisdom of building your advertising 
campaigns around visual, printed media. In other 
words, if you want your message to work, and 
to /Jast, put it in print first. 


MAGAZINE 


. The Washington Sunday Star . 


. . « The Philadelphia Sunday Bulletin 
. St. Louis Globe- 
. . The Wichita Sunday Eagle 
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Malo to Federal Savings 

William F. Malo, formerly com- Ruth M. Campbell has been ap- 
mercial manager of WDRC, Hart- | pointed public relations director 
7 ford, Conn., has been appointed of the Detroit staff of the Develop- 
4 director in charge of advertising|ment Corp. for Israel, State of 
and publicity of Federal Savings| Israel Bonds. Miss Campbell for- 
& Loan Assn., Madison, Conn. He merly was with Bentley & Co., 
is also a director of the association. Chicago graphic arts agency. 


LUMBER 
$30,000,000 Annually! 
in El 
largest 


Lumber products made 
Paso from the world's 
stand of Ponderosa Pine. 


She £1 Paso Cimes 


AN INDEPENDENT NEWSPAPER 
MORNING AMD SUNDAY . 


Paso Herald-Post 
A SCRIPPS-HOWARD NEWSPAPER 


EVENING 
NATION'S LARGEST TRADE TERRITORY. 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


‘Ruth Campbell Named PR Head | 


Variations in Family 
Buying Worth Study, 
Insurance Man Says 


PHILADELPHIA, Dec. 15—The va- 
riations in the buying and think- 
ing patterns of families in the 
$4,000-$5,000 income bracket were 


pinpointed by an insurance man | 
today as worthy of sociological 


study. 

W. R. Jenkins, Ist v.p., North- 
western National Life Insurance 
Co., Minneapolis, suggested the 
study in one of a series of Hueb- 
ner Foundation lectures at the 
University of Pennsylvania today. 


® When this bracket of families 
is broken into five equal numer- 
ical segments, but classified as to 
life insurance buying habits, he 
noted that one of the 20% seg- 
ments spends an average of nearly 
$300 a year for life insurance pre- 
miums, another segment $155, the 
next segment $100, the next $55 
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A Stanley publication, affiliated with Transporta- 
tion Supply News (BPA and NBP) founded 1945. 


a BPA and NBP 
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First BPA Audit Statement shows 


41,122 


CIRCULATION WITH 95.56% VERIFIED 


December first, Jobber Product News became a 
member publication of Business Publications Audit 
and the National Business Publications. 

These affiliations, definitely hallmarks of high 
publishing standards, were acquired in the shortest 
possible time, after the first six issues. 

JPN’s first BPA circulation audit is significant: 

1. With 95.56% verification, its 39,091 verified 
copies is the largest verified jobber circula- 
tion—3,000 greater than any contemporary. 

2. With a figure of 41,122, JPN has 5000 more 
average total controlled circulation during 
this six-month period than any other paper. 

3. JPN has a total controlled and non-con- 
trolled circulation for the six-month period 
of 46,699. This is 10,000 greater than that of 
any other automotive wholesaler paper. 

Based on this verification of top coverage in the 
automotive wholesaler market, JPN advertising is 
the best investment in the field in 1956. 

Write today for a copy of this new JPN audited 
circulation statement. Make your own market cov- 
erage comparisons. 

In addition, when scheduling your 1956 adver- 
tising to automotive wholesalers, make a direct 


comparison on all media on these points: (1) 
reader-action, reader-interest, (2) publication is- 
sues, (3) ad positions and ad display, (4) market 
coverage, (5) ad rates and cost per thousand, (6) 
sales impact. 


In the first seven issues of JPN more than 60 com- 
panies ran advertisements. 


Scores of new advertisers already have con- 
tracted for schedules in 1956 


In the automotive wholesaler field, the advertis- 
ing trend is definitely to JPN—the new and differ- 
ent news tabloid. 


There is only one thing that pays off—and that is 
results. JPN results are substantiated by thousands 
of communications from jobbers, their buyers, 
countermen, and salesmen, and by hundreds of 
testimonials from manufacturers and agencies. 


Such results are irrefutable proof that not only 
does JPN advertising pay off, but also that JPN 
outpulls many times over any other automotive 
wholesaler publication. 


Our representatives will gladly show you these 
typical “case histories” and also present the facts 
on which you can readily recognize the exclusive 
values of JPN advertising. 


THREE 1956 SALES FORECASTS — WRITE FOR THESE MARKET DATA FOLDERS 


“The 1956 Auto- : 
motive After-Mar- | « 
ket Sales Forecast” 
predicts sales of: 
replacement parts, 


1956 FLEET MARKET 
SALES FORECAST 


accessories, sup- 
plies, tools, equip- 
ment, chemicals, 


refinishing materi- 
als, plus warehouse 
and manufactur- | 
ers’ agents volume. _ 
New plant data in- 
cluded. 


=| Jobber Product News * :s::.:':"c 


THE ONLY NEWS TABLOID EXCLUSIVELY FOR AUTOMOTIVE JOBBERS 


The ‘1956 Fleet ) The “Freight Han- 


Thee Frewgh! Handling fquypmen 
Market Sales Fore- | iiss toads ler Rene dling Equipment 
cast” forecasts the ™ ~~ - Industry Forecast” 
growing market for —_ gives sales data 


highway trucks, 
truck-trailers and 
semi - trailers, re- 
placement tires, 
parts and accesso- 
ries, motor. fuel, 
and terminals and 
equipment. 


on: fork and lift 
trucks, conveyors, 
cranes, elevators, 
pallets, hoists, 
scales, hand trucks, 
dollies, steel strap- 
ping, batteries, and 
battery chargers. 
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Advertising Age, December 19, 1955 


Mark Twain asked about Old Crow. 
Lanviiieh Dawe ese wo sing now F” 


— a gum 


Se Ne te wo nat oe tee “Lae th 
Nee ae eee ee Taste rm ca emer oe 
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Po ee ee 100 Peet end 


& The Uneurleal Srnem te 


TMS COOm CUFAAEY COMPAR GEOR OF EA TIONAL DEETEAIEE FRODRTS | ORFORA TIN (8 LEEFORT CENTURY 


HISTORICAL PORTRAITS—National Dis- 

tillers Products Co.’s 1956 ads for 

Old Crow will be illustrated with 

heads of American statesmen and 

authors. Lawrence Fertig & Co. is 
the agency. 


‘Agency Business 


Booms in Brazil: 
Adman Machado 


(Continued from Page 3) 
monthly, with a 21” table model 
selling at about $600. An imported 
set, as a result of currency re- 
strictions, would run in the neigh- 
borhood of $2,000, Mr. Machado 
noted. 

By the end of 1957, Brazil will 
have nine or ten tv stations—four 
in Sao Paulo, three in Rio de 
Janeiro and the rest in single- 
station cities. 

The Almap agency will inaug- 
urate the country’s first morn- 
ing telecast in January when 15 
agency accounts will jointly spon- 
sor a three-hour program beamed 
at mothers and pre-school chil- 
dren, he said. 


and the fifth averages $6 a year 
for family protection. Yet each 
20% group averages the same in 
annual income as all the other 
segments. 

Corresponding variations in pat- 
tern are revealed among families 
in other income brackets, he said. 

Presence or absence of children 
makes little difference in the 
amount of money spent, he said. 


Wine Institute Names PR Co. 


The Wine Institute, San Fran- 
cisco, has appointed Robinson- 
Hannagan Associates, Hollywood 
and New York, to conduct a spe- 
cial public relations program for 
California premium wines. The 
program was recently authorized 
by the Wine Advisory Board under 
contract with the Wine Institute 
and is designed to increase public 
understanding, knowledge and ac- 
ceptance of California wines. 


Treloar to Manage Station 


W. H. Treloar, production man- 
ager of the Mining Journal, Mar- 
quette, Mich., has been named gen- 


Broadcasting Co., Marquette. He 
will be responsible for the devel- 
opment and promotion of the com- 
pany’s television station, now un- 
der construction. He also continues 
with his newspaper duties. 


eral manager of the Lake Superior | 


® Five years ago, he commented, 
a handful of giant American com- 
panies were the big advertisers in 
Brazil. Today, there are 50 or more 
Brazilian companies which adver- 
tise as heavily as American con- 
cerns, and even more so, he said. 
Speaking before a group of ad- 
vertising and export people, Mr. 
Machado said he had high hopes 
that the first U.S. World Trade 
Fair, which will be held in April, 
1957, in New York’s Coliseum 
(now under construction) would 
do much toward strengthening his 
country’s advertising, export and 
currency exchange positions. 
Almap and its affiliated South 
American agencies also have plans 
to sponsor an in-the-market Latin 
American advertising survey next 
fall, which will bring a group of 
U.S. advertising and export busi- 
ness men and reporters for a three- 
weeks’ all-expenses-paid tour of 
Brazil, Uruguay and Argentina. 


Braun & Co. Moves Two 

Rupert Murray, head of the New 
York office of Braun & Co., public 
relations organization, has been 
shifted to San Francisco to become 
manager of the company’s office 
there. William Van Dyke, formerly 
in the San Francisco office, and 
before that a reporter on the 
Daily Oklahoman, succeeds Mr. 
Murray in New York. 
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‘Cincy Enquirer’ 
Managers Lose 
One Board Seat 


CINCINNATI, Dec. 16—A _ hotly 
contested mail election for three 
seats on the board of the commu- 
nity-and-employe-owned Cincin- 
nati Enquirer resulted tonight in 
the election, by staff votes, of 
two supporters of the Ratliff- 
Cronin faction and one pledged to 
the management of the paper, 
headed by Roger H. Ferger, presi- 
dent and publisher, and Eugene S. 
Duffield, assistant publisher. 

The former group previously 
had held a single seat on the board 
—namely that of James Ratliff, 
columnist, who had been v.p. and 
secretary of the board until he 
was ousted. The other leader of 
the dissident group is John Cron- 
in, who recently was removed as 
city editor. 


® The two Ratliff-Cronin direc- 
tors named were Hal Metzger 
(32,325 share-votes) and Loren 
White (29,362 share - votes). 
Charles Staab, director of circula- 
tion, was elected with 31,536 
share-votes. The second manage- 
ment candidate lost out by only 
418 votes, garnering a total of 28,- 
945. 

The election punctuated a bitter 
dispute among members of the pa- 
per’s working family, in which 
the Ratliff-Cronin group has de- 
manded a change in management. 
The next skirmish is expected to 
occur Jan. 17, when nine addition- 
al members will be elected by the 
community shareholders to fill out 
the 12-man board. 


® In the midst of the raging dis- 
pute last week the Enquirer re- 
ported net earnings for the fiscal 
year ended Sept. 30 as $466,400 or 
$1.78 a share, described as the 
highest in the 114-year history of 
the newspaper. 

The Enquirer made known that 
this was an increase of about $198,- 
000 or 73% over the preceding 
year. Earnings per share last year 
were $1.03 and in the previous 
year they were $1.34. 


Fake Perfumery 
‘Bargains’ Are Rife 
in N.Y., BBB Warns 


New York, Dec. 13—The Na- 
tional Better Business Bureau has 
warned that the holiday “bargain” 
perfume racket is active here 
again. 

Business houses are being solic- 
ited to buy quantities of “national- 
ly advertised” perfumes at “bar- 
gain” prices for use as Christmas 
gifts to customers and employes. 
Offering prices are but a fraction 
of those appearing on containers 
or cited in magazine and newspa- 
per ads reproduced in sales cir- 
culars. 

What is not disclosed is that the 
ads generally are of ancient vin- 
tage. In one case an ad was run as 
far back as 1929. 

The advertised “values” have 
no reality in relation to prevailing 
retail prices, the NBBB said. In 
fact, some of the perfumes that 
have come to NBBB’s attention 
have no established retail distribu- 
tion nationally at the claimed 
price or any other. 


Burke, Kuipers Adds Office 


Burke, Kuipers & Mahoney, 
publishers’ representative, will 
open its ninth office Jan. 1 in the 
Book Bldg., Detroit. Ray M. Pat- 
terson Jr., formerly with O’Mara 
& Ormsbee and other representa- 
tives, will manage the new office. 


Berchtold 


Peterson 


Posey 


YOUTH MOVEMENT—Youth is served at McCann-Erickson as Peter G. 
Peterson, 29, and Chester L. Posey, 32, take over the reins of the 
agency’s Chicago office. Mr. Peterson, a research man who joined 
McCann two years ago as v.p. and director of marketing services, 
has been named manager of the office. Mr. Posey steps up from 
v.p. and creative director to chairman of the plans board. William 
E. Berchtold, v.p. in charge of McCann’s central region, extends 
the congratulations. 


P&G Buys NBC-TV 
Time Opposite Own 
Shows on CBS-TV 


CINCINNATI, Dec. 14—Procter & 
Gamble wants strong network time 
periods and shows and will take 
them wherever it can get them. 

This was demonstrated this 
week when the country’s top tv 
spender moved in to buy two NBC 
time periods that are opposite 
P&G shows on CBS. Starting Jan. 
16 the soap maker will alternate 
with General Electric as sponsor 
of “Medic,” which Dow Chemical 
Co. is leaving for more daytime 
frequency with participations on 
“Matinee.” 

As this story went to press it 
had not been decided which prod- 
ucts will be used on “Medic.” At 
least two P&G agencies pitched the 
show to the client when word got 
around that Dow wanted out of the 
rest of this season’s contract. The 
agencies suggested “Medic” as a 


good buy despite the fact that it) 


competes with “I Love Lucy,” 


which is sponsored alternately by | 


P&G and General Foods. 


s P&G has contracted to carry 
three 15-minute weekly periods of 
“Queen for a Day,” which bows 
on NBC. This new network late 
afternoon attraction will vie with 
“On Your Account” for viewers’ 
attention. The advertiser presents 
the 30-minute giveaway five days 
a week on CBS. These new bill- 
ings will go to Compton, which 
cleared the time starting Feb. 6. 
Featured products are still to be 
determined. 

Asked why P&G decided to com- 
pete with itself on tv, a spokesman 
for the company explained, “Our 
media people are always looking 
for strong advertising. Good tele- 
vision vehicles are needed for each 
of our brands. Each brand is op- 
erated independently and must try 
to put its best foot forward. 

“We'd prefer not to have to ad- 
vertise two brands on tv at the 
same time, but if these are the best 
periods available, we have to take 
them.” 


‘Modern Office’ Is King Size 

Modern Office Procedures, to be 
launched in March, 1956, by In- 
dustrial Publishing Group, will be 
king size—11% x 11%”, not 7x10” 
as inadvertently reported in AA, 
Nov. 28. Advertising and mechan- 
ical specifications, however, will 
be based on a 7x10” size. 


Branham Co. Adds Two 

Branham Co., Chicago, has been 
appointed to represent nationally 
the Argus Leader, Sioux Falls, 
S. D., and KDUB-TV, Lubbock, 
Tex. 


Walker & Downing 
Splits into Two 
Separate Agencies 


PITTSBURGH, Dec. 15—One of this 
city’s oldest agencies is formally 
becoming two separate agencies. 
The former agency is Walker & 
Downing, which started in 1914. 
In fact, Walker & Downing has 
operated as two separate proprie- 
torships since 1939, one as Walker 
& Downing General Agency and 
the other as Walker & Downing 
Industrial Division. The former 
was owned by the late William S. 
Walker and the latter by Harold 
S. Downing. 


= Walker & Downing General 
Agency is being purchased from 
the Walker estate by a new cor- 
poration, W. S. Walker Advertis- 
ing. Officers of the new corpora- 
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Harold Downing 


Cc. P. Richardson 


tion are Charles P. Richardson, 
president; Frederick L. Newmeyer 
Jr., exec v.p.; Albert F. Young, 
v.p., and George Luchik, secre- 
tary-treasurer. The purchase has 
been effective since Dec. 1. 
Effective Jan. 1, Walker & 
Downing Industrial Division will 
become Downing Industrial Adver- 
' tising, a newly-incorporated com- 
|pany. Its officers will be Harold 
S. Downing, president and treas- 
‘urer; John F. Sweeny, exec v.p.; 
|\E. George Zilliac, Hugh E. Mc- 
Donald and Donald C. MacDonald, 
v.p.s; and H. S. Downing Jr., sec- 
retary. The new agency will retain 
the same clients and personnel. 
The original partnership of 
Walker & Downing dates from a 
company founded in 1914 by Wil- 
liam S. Walker. After World War 
I, Harold S. Downing joined him. 


Frankie Laine Offered 


Guild Films Co., New York, is 
now offering the “Frankie Laine 
Show” for syndication in a 15- 
minute as well as 30-minute ver- 
sion. The film is currently aired 
in more than 60 cities. 


Burriesci Adds Dell Duties 

A. John Burriesci, advertising 
manager of the Dell Men’s Group, 
‘has been assigned the additional 
|job of handling advertising for the 
‘Dell Comic Group. 
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Advertising Age, December 19, 1955 


Magazine Costs 
Climbed Higher 
in ‘54, ANA Says 


Newsstand Circulation 
Dipped to 33% of Total, 
Advertiser Study Shows 


New York, Dec. 15—The aver- 
age cost-per-1,000 of 54 magazines 
increased by 34%% in 1954 over 
1953, a report by the Assn. of Na- 
tional Advertisers’ magazine steer- 
ing committee reveals. 

Average circulation went up al- 
so, the report says, from 1,924,888 
to 1,938,307, but rates went up 
faster. The average b&w page cost 
increased from $5,863 in 1953 to 
$6,131 in 1954. Between 1946 and 
1954, the cost of reaching 1,000 
magazine readers increased 31.1%. 

The report, “Average Circula- 
tion and Rate Trends of Leading 
Magazines,” covers the 54 mag- 
azines for the period 1946 through 
1954. No individual magazine fig- 
ures are given, but the report has 
a breakdown for 10 magazine 
groups. A previous ANA survey 
covered the period through 1953 
(AA, Feb. 21). 


® Newsstand circulation, which in 
1946 accounted for 47.1% of total 
circulation of the 54 _ books, 
dropped to 33% in 1954. In 1953, 
newsstand sales accounted for 
35.8% of total circulation. 

Cut-price subscriptions have be- 
come the order of the day. Back 
in 1946, only 32.4% of subscrip- 
tions were sold for less than the 
basic price. In 1954, 45.8% of all 
subscriptions sold went for less 
than the basic price. This com- 
pares with 42.8% for 1953. 

Breakdowns by the 10 groups 
show the following changes be- 
tween 1953 and 1954: 


1. General weeklies and bi- 
weeklies:—Average cost-per-1,000 
up from $3.33 to $3.43; newsstand 
circulation, as per cent of total, 
down from 26.8% to 23.5%. 

2. Business and news:—Average 
cost-per-1,000, up from $5.15 to 
$5.22; newsstand circulation, as 
per cent of total, down from 9.9% 
to 9.7%. 

3. General monthlies:—Average 
cost-per-1,000, up from $2.84 to 
$3.01; newsstand circulation, as 
per cent of total, up from 27.1% to 
28.7%. 

4. Men’s:—Average  cost-per- 
1,000, up from $3.03 to $3.05; news- 
stand circulation, as per cent of 
total, down from 30.9% to 29.1%. 

5. Women’s—Average-cost-per- 
1,000, up from $2.87 to $2.98; news- 
stand circulation as per cent of 
total, down from 41.2% to 38.8%. 

6. Fashion:—Average cost-per- 
1,000, up from $4.63 to $4.92; news- 
stand circulation, as per cent of 
total, down from 63.1% to 59.8%. 

7. Home:—Average  cost-per- 
1,000, up from $3.50 to $3.55; news- 
stand circulation, as per cent of 
total, down from 35.7% to 31.7%. 

8. Farm:—Average  cost-per- 
1,000, up from $2.85 to $2.96; news- 
stand circulation, as per cent of 
total, down from 0.8% to 0.6%. 

9. Mechanics and science:—Aver- 
age cost-per-1,000, up from $1.62 
to $1.81; newsstand circulation, as 
per cent of total, down from 76.7% 
to 72.3%. 

10. Movie, romance, radio-tv:— 
Average cost-per-1,000, up from 
$2.07 to $2.14; newsstand circu- 
lation, as per cent of total, down 
from 76.7% to 72.3%—in 1946 it 
was 91.5%. 


Auerbach Promotes Abken 


Werner Abken, associate art di- 


rector of Alfred Auerbach Asso- 
ciates, New York, has been named 
art director of the agency. 


JACK BRYNER, formerly manager of 
Collier’s Detroit sales office, has 
been named advertising manager 
of the magazine. He is succeeded 
in Detroit by Fred V. Davis. Mr. 
Bryner assumes the post formerly 
held by Jack Reiss, who has been 
named v.p. and ad director (AA, 
Dec. 12). 


Several Mills Boost 
Book Paper Prices 


New York, Dec. 15—Higher 
prices on book paper—predicted 
for some time—were announced 
this week by several mills. Maga- 
zine as well as newspaper publish- 
ers now are faced with higher costs 
and increasingly tightening sup- 
plies of paper. 

While most of the price hikes on 
book paper so far apply to mer- 
chant stocks only, it has been cus- 
tomary in the past for such in- 
creases to foreshadow higher 
contract prices. 


® Kimberly-Clark Corp. has raised 
coated book paper $10 a ton on 
merchant sales, effective Jan. 1. 
Oxford Paper Co. and Champion 
Paper & Fibre Co. have raised book 
paper prices $12 a ton on both 
merchant and contract sales, ef- 
fective Dec. 12. International Pa- 
per Co. has raised its merchant 
sales prices $12 a ton on coated 
stocks and on uncoated super cal- 
ender stocks it has lifted prices $8 
a ton on both merchant and con- 
tract sales, effective Jan. 1. S. D. 
Warren Co. and Mead Corp. have 
increased prices $12 a ton on coat- 
ed book papers for merchant sales 
only, effective Dec. 14. Fraser Pa- 
per Ltd. has hiked uncoated papers 
$6 to $8 a ton on merchant sales 
only. 


® Additional producers this week 
also increased their prices on 
bleached sulphite pulp. These in- 
clude Rayonier Inc. and the Sound- 
view division of Scott Paper Co. 
Each raised prices $5 a ton on first 
quarter deliveries in 1956. Weyer- 
haeuser Timber Co., however, an- 
nounced that it will hold its price 
at $145 a ton for first quarter de- 
liveries. 

In the newsprint market, Great 
Northern Paper Co. has announced 
a cutback of 134% % of first quarter 
contract deliveries of newsprint. 

The American Newspaper Pub- 
lishers Assn. reports today that 
U.S. newsprint consumption for 
the first 11 months has broken all 
records. For the first 11 months of 
55 total estimated U.S. newsprint 
consumption was 6,086,546 tons as 
compared with 5,625,945 tons in 
the same period of ’54, an increase 
of 8.2%. 


Troy Ups ‘56 Ad Budget 

Troy Sunshade Co., Troy, O., 
maker of in-and-outdoor furni- 
ture, has almost doubled its 1956 
advertising appropriation over 
1955. Half-page b&w ads will ap- 
pear in trade publications and con- 
sumer magazines including House 
Beautiful, House & Garden and 
The New Yorker. A new program 
is planned for the New York 
Times Magazine and, for the first 
time, a campaign in Sports Illus- 
trated. Harold J. Siesel Co., New 


| York, is Troy’s agency. 
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Detroit Means Business 
_... Like Never Before 
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Headlines proclaim this year as the most pros- 
perous in the history of Detroit’s automotive 
industry. Economic forecasts, business surveys, 
and billions of dollars being spent for expansion 


indicate years of continued high production ahead. 


Greatest single sales-medium in the 
Detroit market is THE DETROIT NEWS 
—with the largest total and trading 
area circulation, carrying twice as much 


advertising linage as either of the 


other two newspapers. For over one- 
third of a century, THE DETROIT NEWS 


has been among the top ten news- 


CHEVROLET OUTPUT 


Gain of 10 Pet. 
Sighted for 1956 


papers of the nation! 


Largest Weekday and Sunday Circulation of All Michigan Newspapers 
Weekday .. . 456,189 Sunday .. . 563,038 ABC 3/31/55 


The Detroit News 


THE HOME NEWSPAPER 


Eastern Office: 110 E. 42nd St., New York 17 © Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. © Pacific Coast: 785 Market Street, San Francisco, Calif, 
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Be SI Stes EERE aN Gna, 


Bee” aap ee ee ea tat a a oe a ale aS ey Seca ee a Aa toga le toh ae 
: Another true-to-life story about some make-believe characters 
| How did red du 
| ow did the ruptured duc 
rate a salute 
* ° 
from top brass in Chicago? 
7m there was a highflying B.T.O. in the E.T.O., A Wolf-On-the-Loose 
with a 50-mission cap and fruit salad on his chest. 
And his name was Buzz McGillicuddy. 
Ten long years later we find McGillicuddy a chairborne commando in a major commercial : 
airline, with twenty pounds added to his fuselage and his flights into the wild blue yonder 
confined to an occasional night out with the boys. ©) But Buzz still 
liked to fly in lead position and outmaneuver the opposition at every turn. 
So when the battle for vacation passenger revenue got particularly rough, : 
McGillicuddy called a briefing to figure out the best way to blitz the competition. The verbal 
Z 
flak was flying fast v a= y when Joe, an operations officer 
from the Chicago Tribune advertising squadron, sounded off with: ‘‘Here’s the 


latest G-2 from our operators in the field. Maybe it will help you zero in your target.” 


“T read you,” snapped McG.., “say again.” iM 
So Joe went on to explain: ““Chicagoans make 38%, more vacation trips ee 


by public transportation than the national average. And compared to the national average 


for people taking these trips, Chicagoans take 50% more by plane. If business 
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= trips are considered too, the Chicago flight picture is even more impressive. These and 
other factors indicate that Chicagoans are better prospects for air travel than the nation as 


a whole. And they have 38% more purchasing power than the national average to make 


their air travel dreams 


Chicago your special target and salvo your advertising where it will do the most good?” 
““Roger,”’ barked McGillicuddy, the battle-scarred veteran. So he stepped up his 

advertising schedule in the Chicago Tribune—scored a direct hit with A-1-1 results 

and rated a salute from top airline brass. 


Now if you’re looking for the best flight plan 


for your advertising campaign, remember the help the Chicago Tribune can give you. 
Nobody knows Chicago like the Tribune. 


The Tribune has spent several million dollars to find out facts that vitally affect 


pEUVER Tm Se. 
your Chicago sales. Ser It knows who your best customers are, where 
? | they live and shop, why they buy. This valuable information is yours for the asking. 


Nothing sells the Chicago market like the Tribune. 
Retail sales in Chicago and the 206 Chicagoland counties are big —valued 
at $17 billion. And the best way to sell this market is through the Tribune. Does advertising in 
the Tribune pay? Just ask advertisers like American Express Tours, 


Hunt’s Foods, Russeks and Royal Blue Food Stores. 


People may praise the Tribune, fuss about it or blast it—but reading “i Whines in 
“oe% 
| Chicago is just like trimming a tree = win at Christmas. Almost 
everybody does it. Everybody feels its impact. Practically 3 out of 4 families in the Chicago 
metropolitan area read the Tribune —almost half of all the families in 839 midwest 
f towns read it. (Only 12% of metropolitan Chicago gets the largest national magazine —and 
less than 1 out of 10 tunes in on an average evening TV show.) 
So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P. S. Always remember . . . if you want to SELL Chicago 


TELL Chicago in the Chicago Crib une 


THE WORLD’S GREATEST NEWSPAPER 
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Success Can Be Bad, Too 


The turbulent status of agency-client relations in the soft drink 
field, with both the giants of the business shifting their accounts, has 
caused a lot of people who used to believe in the old copybook 
maxims to adopt a much more cynical outlook toward life—business 
life, and advertiser-agency life, at least. 

The growth and development of the soft drink business in this 
country—particularly since repeal of Prohibition, which many people 
thought would signal a sharp drop in soft drink demand—has been 
nothing short of amazing, in the dictionary sense of this abused word. 

The physical volume of carbonated beverages and other soft drinks 
which Americans have poured down their gullets has grown by 
leaps and bounds in the past two decades, and some of the most ex- 
traordinary successes in American business have been chalked up in 
the soft drink and non-alcoholic beverage areas. 

Although handicapped by the development of an almost uncount- 
able number of competitors, and by some apparently outmoded 
strictures against changing product or package, Coca-Cola Co. man- 
aged to expand mightily in the postwar years, and to stay clearly 
in front of the pack, even though its comparative record of sales 
and earnings has not been as good as it might have been in the past 
four or five years. 

On the other hand, Pepsi-Cola, which was a sensational success 
when Walter Mack decided to give it its head, was caught in a severe 
price squeeze after the war, and suffered badly for several years in 
the late 40s. In the past few years, it has been notably successful in 
gaining ground. 

So let us say that Coca-Cola was unhappy about its current sales 
and earnings picture, and tended to blame its agency for much of 
its troubles, even though a good many people are not sure that its 
troubles were not of the company’s own making. Under those cir- 
cumstances, it is not too surprising that the company sought a new 
agency, and a “fresh approach.” But if this is true—largely inspired 
by the forward movement of Pepsi, as compared with Coke—then 
why does Pepsi also change agencies? 

Two unhappy conclusions seem inevitable: 

First, success does not necessarily indicate happy business rela- 
tionships, and second, agencies get fired by their clients when they 
are doing a good job—or even an outstanding job—as well as when 
they do a poor job. 

There have been a good many instances this year of agencies los- 
ing accounts when every visible sign indicated that they had been 
doing an excellent job for the client—and not only in the soft drink 
field. And this is a disturbing situation for the advertising business, 
and extremely undesirable. 


Don't Fall for It, Fellows 


A couple of weeks ago, we took off in this column against Philip 
C. Wallach because of a talk he made to the t.f. Club of Chicago, 
asserting that business publications were getting their editorial and 
their ad columns confused, and using one to sell the other. In the 
Voice of the Advertiser department this week, Mr. Wallach an- 
swers our diatribe. 

We are, as always, delighted to give space to those who disagree 
with us. In this instance, we want to do more than that. We want to 
report, to Mr. Wallach and our other readers, that publication of the 
story of his speech and our editorial has brought us a considerable 
amount of mail. Most of it has agreed with our editorial stand. But 
we think it only fair to report that at least one correspondent has re- 
ported—in detail—an instance in which the innocent mailing of a 
news item led to a solicitation for advertising under circumstances 
that we consider thoroughly unethical. 

We have only one suggestion to advertisers: Help honest, ethical 
publishers by never, never, never falling for such a solicitation. 


Advertising Age, December 19, 1955 


Gladys the beautiful receptionist 


—Robert L. Lechner, Meldrum & Fewsmith, Cleveland. 
“No, he isn’t here, either. They were all at the Christmas party.” 


What They're Saying 


Too Many Cooks Spoil the Copy be thoughtful of the other person. 
Have you ever noticed that If I get a snooty salesgirl who 
stores’ newspaper ads are fresher gets nettled because I want to 
and sprightlier than the ads you/look at several things before I 
see in the national magazines?|make up my mind, I’m polite as 
Retail advertising has a quick | can be. I don’t believe in rudeness. 
spontaneity about it. It’s writ-| The other day I bought a toaster 
ten freshly, and it runs freshly.| which burned out two weeks after 
This is because it isn’t re-/|I had it. I certainly hated to take 
worked and kneaded and prod- it back, but I thought maybe they 
ded by a whole bunch of peo- would know where to send it and 
ple before it shows up in print.|I could pay for having it repaired. 
Advertising agencies have a good But, I didn’t get a chance to tell 
many cooks hovering over the! them this. They were so busy tell- 
copy. Every ad is likely to be tin-|ing me I had burned it out on 
kered with by the media analyst,| purpose that I couldn’t think of 
creative director, art director, psy- | anything to do but leave. I smiled, 
chologist, motivational researcher,|and said, “Thank you and good- 
client, sales manager, typographer, | bye.” 
photographer, and president’s wife.| [| never kick, I never nag, I 
Tepid, reworked advertising is like never criticize and I wouldn’t 
George Jessel’s explanation of tep-| dream of making a scene as I’ve 
id, reworked acting in the movies: | seen people doing in public places. 
“Everybody is working for an|y think that’s uncalled for. No, I’m 
Academy Award,” says George.| the nice customer and I'll tell you 
“Let’s say you got a scene where what else I am—I’M THE CUS- 


an actor is saying, ‘Mother, mother, TOMER WHO NEVER COMES 
don’t die! You can’t leave me|3,cqx) . 


now!’ Well, first time he does it, | pve . . 
it’s fine. He’s wonderful. He tears. + Sent cane what bu ae pc 
your heart out. Then the camera- in. Maybe you live in a different 
man steps in and says there’s im- town. Maybe I’ve never heard of 
perfect tone around the guy’s head. — But if y aie re going broke, or 
Nobody’d notice but another cam- your business is bad, maybe there 
are enough people like me who 


‘eraman. But we have to do it over. 
do know you. I'M THE CUSTOM- 


Then somebody else steps in. By 
the time we shoot it 20 times the| #2 WHO NEVER CAME BACK! 
—NARDA News, published by the 


actor doesn’t give a darn if his 


| 


: : : National Appliance and Radio-TV 
mother is dead or alive, and his Dealers Assn. 
acting shows it.” 
—Bernice Fitz-Gibbons, in Good| He Lives as He Must Write 


Housekeeping, December, 1955. 


The Customer Who 
Never Came Back 

I’m a nice customer. You know 
me. I’m the one who never com- 
plains no matter what kind of 
service I get. 

I’ll go into a restaurant and I'll 
sit and sit while the waitress gos- 
sips with her boy friend, never 
bothering to see if my hamburger What, not a monster, just another sucker, 
is ready. Sometimes a party who) Detergent-handed, clad in bib and tucker? 
came in after I did gets my order. Pais aebalis of a fee 2 hem acai 
But I don’t say a word in com-| Nay, not for him martini-in-the-hand, 
plaint when the girl tells me, “Ob, | eee neti, eet nie every line 
I’m sorry, I'll order another ham-| Reflecting bliss in a four-color shrine, 
burger for you.” I just wait. 

It’s the same when I go to a 


The popular stereotype of the 
advertising man—the charcoal suit, 
the martini and casual disregard 
for home and family—is altogeth- 
er wrong, according to a survey by 
McCall’s magazine. The study dis- 
closed that the advertising man 
washes windows and dishes, cooks, 
shops and sits with the baby, just 
as in many other homes.—New 
York Times. 


And closet doors conspire to refute 


Where happy families revel in the cheer 
Of tinted kitchens and uncaloried beer, 

store to buy something. I don’t 

|throw my weight around. I try to 


—The Reporter, December issue. 


Rough Proofs 


Sugar Ray Robinson belted out 
Carl Bobo Olson so fast in their 
middleweight championship bout 
in Chicago that he didn’t give Jim- 
my Powers time to find out how 
the tv viewers were fixed for 
blades. 


Col. Elliott Springs, whose com- 
pany is being sued because of the 
use made of a picture originally 
purchased for Marboro Book 
Shops, may be philosophizing that 
advertising, like politics, makes 
strange bedfellows. 


“The 15% commission method 
for agency services,’ remarks the 
ANA, “has served advertisers and 
advertising well over the years.” 

Everybody except Stanley 
Barnes seems inclined to agree, 


Estes Kefauver says big business 
uses “the Madison Ave. types with 
the grey flannel ethics” to plug for 
the Republicans. 

But for some reason the papers 
continue to report what Estes, 
Adlai and Ave have to say on 
practically every subject. 


“Did you miss your newspaper?” 
Detroit representatives asked auto- 
motive tycoons during the strike. 

The answer was probably, “Yes, 
especially the issues containing the 
comments of the Fund for the Re- 
public after Henry Ford’s crit- 
icism.” 

* 


Maybe Robert Hutchins, who 
continues to write many letters to 
newspapers and magazines ex- 
plaining his views, has enough left 
of the $15,000,000 the Fund started 
with to hire a good public relations 
counsel. 


The elaborate researches which 
organized baseball is making to 
find the reason for attendance 
slumps seem to indicate that all 
that is wrong is a shortage of Mil- 
waukees, Baltimores and Kansas 
Citys. 

e 


“Canadian Drys protest beer 
commercials Buffalo stations ‘boot- 
leg’ across border,’ headlines the 
world’s greatest advertising jour- 
nal. 

This group is not to be confused 
with another Canada Dry. 


The Town Mouse and the Farm 
Mouse pictured so lovingly by 
Town Journal and Farm Journal 
are so fat and sassy they can’t 
possibly be related to the Church 
Mouse. 


The California Prune Advisory 
Board says its favorite product is 
selling well at 125% of parity be- 
cause of advertising. 

Are you listening, 
Benson? 


Secretary 


Dr. O. J. McCormack, president 
of the New York State Dental So- 
ciety, says dentifrice advertising 
claims are “based more on sales 
enthusiasm than conclusive sci- 
‘entific research.” 

_ You can’t expect scientific re- 
|search to produce all those “magic 


The hidden presence of the charcoal suit. i ; ” 
ngredients 
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pick 
e Inquirer! 


ACTION is a synonym for department stores. Even one slow 


day can turn the ink red. How do department stores get action 
in Delaware Valley? For 15 consecutive years, THE INQUIRER 


has been their first choice. And THE INQUIRER is first choice 
for advertisers in every major classification! If you want action, 
the choice is clear: Schedule THE INQUIRER! 


Business is Good—and Stores Expand in 


DELAWARE VALLEY, U.S.A. 


y 19 branches of Philadelphia department 
stores now et or nearing com- 
pletion, throughout booming Delaware 
Valley—where nearly 5,000,000 people 
have a buying income of over §3 il- 
lion annually! 


Exclusive Advertising Representatives: 
NEW YORK 


ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


DETROIT 


GEORGE S. DIX 


Penobscot Bidg. 


Woodward 5-7260 


The Philadelphia Prquiver 


Constructively Serving Delaware Valley, U.S.A. 


West Coast Representatives: 
SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES ’ 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 
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Sunkist Growers 
Doubled Lemon > 
Exports in ‘55 


Los ANGELES, Dec. 13—Sunkist 
exports for the fiscal year ended 


‘Oct. 31, °55, were at the second 


highest annual level since World 
War II. They totaled more than 
3,500,000 standard boxes, Paul S. 
Armstrong, general manager of 
Sunkist Growers, told shippers and 
growers here last week. 

“Our exports of Sunkist lemons 
were more than double those of 
last year,’ Mr. Armstrong said, 
“and the overseas movement of 
more than 2,000,000 boxes of navel 
and valencia oranges, comprised 
mainly of small sizes, was of tre- 
mendous assistance in the general 
marketing program of the organ- 
ization.” 

In the over-all Sunkist picture, 
one progress item in ’55 was the 
development of a lemon trade- 
marking machine. 


® “This development, the culmi- 
nation of several years of inten- 
sive work by Sunkist personnel, 
is particularly important at this 
time since the 100% conversion 
to fibreboard cartons by lemon 
shippers has eliminated tissue 
wraps which previously identified 
Sunkist,” he said. 

Indicating the general swing to 
half-box cartons, Mr. Armstrong 
pointed out that 66% of all Sun- 
kist oranges and 55% of its grape- 
fruit moved to market in fibre- 
board containers last year. 

“The total f.o.b. packing house 
value of fresh and processed citrus 
sold by Sunkist during the 1954- 
55 season was $167,000,000,” Mr. 
Armstrong said. “Of this amount, 
$130,000,000 represented fresh fruit 
sales, and $37,000,000 came from 
the fruit used in the manufacture 
of a wide variety of citrus prod- 
ucts.” 

Sunkist handled more than 73% 
of the total California-Arizona 
fresh citrus shipments last season. 
Marketing costs were 4% less than 
1954, he said. 


Fulton, Morrissey Adds One; 
Names Benjamin, Dice 

Fulton, Morrissey Co., Chicago, 
has been appointed to handle ad- 
vertising for In-Sink-Erator Mfg. 
Co., Racine, Wis. Robert Christo- 
pher Agency, Chicago, formerly 


FINGER-TIP REFERENCE 


An up-to-the-minute reference direc- 
tory of all the newspapers of Kansas 
It’s a time-saver for space purchasers. 
Kansas weeklies pay off in sales. 


WEEKLY HOMETOWN 
303 NEWSPAPERS 


Write or phone Larry Miller, Kansas 
Press Service, Inc., 701 Jackson Street, 
Topeka, Kaneas, for this helpful 1966 
Directory and Rate Book. 


FACTUAL INFORMATION 
FREE FROM A GOLDEN MKT. 


KPS is the only weekly “rep” repre- 
senting Kansas weekly newspapere for 
advertising. 


handled the account. 

The agency has appointed Grace 
Benjamin, formerly food industry 
publicity director of Minneapolis- 
Honeywell Regulator Co., publicity 
account supervisor, and Jack Dice, 
previously with Rogers & Smith, 
production manager. 


Buchen Gets Merged Keller 


As a result of its merger with 


Gardner-Denver Co., Quincy, IIL., 
advertising for Keller Tool Co.,! 
Grand Haven, Mich., will move 


from Fensholt Advertising Agency, 
Chicago, to Buchen Co., Chicago, 
effective Feb. 1. Keller makes 
pneumatic hand tools; Gardner- 
Denver, whose account has been 
with Buchen for years, manufac- 
tures a line of compressors, rock 
drills and other industrial equip- 
ment. 


PRSA Opens Info Center 


The Public Relations Society of 
America has established a national 
information center at its New York 


Advertising Age, December 19, 1955 


headquarters, 2 W. 46th St., under 
the supervision of Richard J. Shep- 
herd, formerly with the University 
of Illinois library. The information 
center will collect and exchange 
data about public relations. 


Research Staffs Combine 


The research staffs and facili- 
ties of National Analysts Inc. (a 
Curtis Publishing Co. subsidiary), 
Philadelphia, and Stuart Rice As- 
sociates, Washington, have been 
combined to offer clients of both 


firms a more complete research 
service covering both domestic and 
foreign markets. 


Toro Buys into U. S. Stamp 

A. B. Toro Jr., marketing con- 
sultant and former general man- 
ager of Weingarten Stores, has 
purchased an interest in U. S. 
Stamp Corp., New York, and has 
joined the company as exec. v.p. 
He also will continue as head of 
his own business as a supermarket 
consultant. 


'29 


EMERSON P. SCHMIDT FORECASTS . . - 


Can we 
hold 1955’s record pace in 56? What about in- 
flation ? Production ? Taxes ? Retailing ? Capital 
spending? Income? Prices? Read views of the 
Dir. of Economic Research, Chamber of Com- 
merce of the U.S. — in “Outlook for ’56”... 
page 25, December Nation’s Business. 


HENRY FORD I! PREDICTS . . . On Business in general 
— on the automotive picture — and on credit. How 
far will automation go? How can government 
improve business? Are lower auto prices in the 
making? Is the higher plateau on car output here 
to stay? Read Henry Ford II’s Viewpoints . . . page 
28, December Nation’s Business. 


CLASS 
MARKET 


workweek? 


GROWING 


GEORGE MEANY DISCUSSES LABOR. . 
signs ? Soft spots ? Should there be a tax cut? What’s 
labor’s next big objective? How about the shorter 


action-in- 


‘47 


DDLE 


increasing family incomes bring new marketing 
opportunities for the 750,000 readers 


- The good 


Minimum wage? Unemployment and 


automation? What changes will the new AFL-CIO 
merger bring? Be sure to read “Labor Leader George 
Meany Says”... page 30, December Nation’s Business. 
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Houston Sponsor 
Finds FM Station 
Has Wings of Angel 


Houston, Dec. 13—Beebe, Guth- 
rie & La Valle, a new Houston in- 
vestment house, is using fm radio 


Advertising Age, December 19, 1955 


KTRH-FM. | “I’m sorry, I can’t call your man 


An indication of the “reach” of| to the phone,” the warden of the) 


the broadcasts came recently when | state prison farm at Sugar Land 
the company received a well-writ-| advised Mr. Beebe. “May I take 
ten inquiry from an address in| the message?” 

Sugar Land, Tex., about 25 miles Unable to reach his potential 
from the transmitter. ‘client by phone and convinced of 


Mr. Beebe handles most inquir- | the man’s interest because of the 


Publishing Course Offered 


Medill school of journalism of 
|Northwestern University, Evans- 
‘ton, Ill., in collaboration with the 
‘Chicago Business Publications 
| Assn., is offering a course in busi- 
/mess paper publishing Feb. 9 
| through May 24. The course, which 


established. 


sponsorship to get the company Land long distance and asked the 


i 


|term growth mutual funds. 


ies by phone, so he called Sugar caliber of his inquiry, Mr. Beebe jnclydes 16 two-hour evening ses- 
answered with a letter. He sug- sions, is designed primarily to give 
operator to call person-to-person | gested that the hard-to-get pros- | the younger members of the pub- 

About three months ago the in-| to his party and Central 1, Wing | pect not seek short-term profits, | lishing business an understanding 
vestment house signed to sponsor|5. The operator laughed as she) but rather plan to invest in long- of the entire publishing concept. 
a half hour of dinner music on| looked up the number. 


| Tuition is $35. 


‘50 


“Get Ready For A Boost In Sales” was the 
challenging headline on the cover of Novem- 
ber Nation’s Business. It keynoted a for- 
ward-looking evaluation of revolutionary 
marketing factors ... the growing middle 
class market — changing selling methods, 
buying habits — and an intelligent preview 
of retailing in 1980. 


The reaction . . . speedy and spontaneous. 
sie Presidents, vice-presidents, sales and adver- 
i tising managers of insurance companies 

oe ... manufacturers of petroleum products, 

i chemicals, packaged goods, machinery, elec- 

j trical equipment, tools . . . retailers, public 
utilities—sent checks for extra copies. 


“The foundation of our whole sales 
strategy!” That is how a leading life in- 
surance company described the article when 

ordering copies for its annual meeting of 
New York Metropolitan area sales man- 
) agers. Another executive wrote, “It is cer- 
} tainly food for thought . . . for action!” 


i Businessmen acclaim a magazine so earn- 


business, 


EE re eee ee ie Sg ME con AO” Seige Ba ie ee 


Nation’s 


estly directed to their interests. They rely 
on Nations Business for authoritative re- 
porting and analysis of developments which 
influence the future of business. The “look 
ahead”... which is the hallmark of Nation’s 
Business . . . attracts more than 750,000 
subscribers — including 550,000 presidents, 
owners and partners. 


Nation’s Business editorial pages appeal 
to the active leaders of successful enter- 
prises. Naturally they keep looking for new 
ideas, new products which make their busi- 
nesses more successful, more profitable, 
better equipped to compete in the booming 
months ahead. 


And, in increasing numbers, advertisers 
are reporting results from Nation’s Busi- 
ness as “outstanding ... often amazing 
... both qualitatively and quantitatively.” 
That is how — “action-in-business results 
when you advertise to business in Nation's 
Business.” Washington — New York — 
Cleveland — Detroit — Los Angeles — 
Chicago — San Francisco. 


‘65 


750,000 PAID CIRCULATION... 
including 75,000 executives of or- 
ganization members of the National 
Chamber of Commerce and...675,000 
other leaders of the American business 
community who paid for their subscrip- 
tions at the. annual rate of $6.00. 
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'WRCA-TV Sets New 
Spot Dividend Plan 


for Summer, ‘56 


New York, Dec. 15—It’s a long 
time from December to June, but 
WRCA-TV already is thinking in 
terms of keeping its advertisers on 
during the summer months. 

Hamilton Shea, v.p. in charge of 
the station, has announced a 52- 
week double dividend plan which 
should be a boon to summer sales 
and to 52-week continuity con- 
tracts. The plan offers advertisers 
who are carrying at least 14 spots 
a week on a 52-week basis a divi- 
dend equal to one quarter’s ex- 
penditures. 

In the case of a sponsor carrying 
14 spots a week, for example, the 
dividend will entitle him to 14 
more free ones per week for 13 
'weeks. The dividend will have to 
‘be collected between June and 
September, when availabilities are 
lless likely to be scarce. 


Readers 


Dominant and almost 


complete one-paper cover- 
age of this great market 
on every Buying day. 


Results 


Positive sales results as- 
sured by 92% circulation 
concentration in all-im- 


portant Cuyahoga County. 


esearch 


Continuing Cleveland 
Press market research 
gives a quick and sure 
measurement of those ad- 


vertising results. 
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Triner Scale Names Nahser 
Triner Scale & Mfg. Co., Chica- 
go, has appointed Frank C. Nah- 
ser Inc., Chicago, to handle its ad- 
vertising. The company, one of ore 
oldest and largest in the scale! line of scales. 


field, was reorganized recently 
and is under new management. Ad 
plans for 1956 tentatively include 
consumer and trade publications 
and direct mail on a redesigned 


“This order A, 


dropped out of the blue!” 


Not quite—Mr. Sales Manager! Your firm's good, 
factual advertising copy sold a radio engineer. He 
alone knows enough to “specify” for this complex 
electronic industry. He read it in his engineering jour- 
nal “Proceedings of the IRE.” 


Result: An order “out of the blue”; business “in the 
black”; because engineers are well read! Corny? 
No! Sensible marketing facts! ‘Proceedings of the 
IRE” has 40,509 ABC circulation and the most eco- 
nomical page rate per thousand readers in the radio- 
electronic industry. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


- + 


mt _ . Proceedings of the JRE 


Advertising Department 
1475 Broadway, New York 36, N. Y. 


Advertising Age, December 19, 1955 


Anything for the Client 

New York, Dec. 13—Ehrl- 
ich, Neuwirth & Sobo can 
really boast now about the 
service its clients get. 

Norton Sobo, partner in 
the agency, chased a fleeing 
bandit through the streets of 
midtown Manhattan the oth- 
er day. He caught up with 
him and held him until 
police arrived to make the 
arrest. 

The bandit, who was armed 
with a German Luger, had 
just robbed a girl employed 
by the Amicale Yarn Co. 
Ehrlich, Neuwirth & Sobo 
handles the company’s ad- 
vertising. 

Mayor Robert Wagner pre- 
sented Mr. Sobo with a med- 
al for bravery yesterday on 
the steps of City Hall. 


Westinghouse Names Teter 


Robert H. Teter, general man- 
ager of KYW, Philadelphia, has 
been appointed executive assistant 
to Donald H. McGannon, president 
of Westinghouse Broadcasting Co., 
New York. His successor at the 
Westinghouse Philadelphia radio 
station has not yet been named. 


WOR-FM Returns to Air 


WOR-FM, New York, returned 
to the air this month as a result of 
“popular demand.” WOR’s pro- 
grams are being duplicated from 
11 a.m. to 1 a.m., EST, daily, from 
a transmitter on the Empire State 
Bldg. The fm station signed off 
two years ago. 


YOU MIGHT PUT THE SHOT 59° 2”*— 


BUT. ° ‘ YOU NEED WKZO-TV 


AMERICAN RESEARCH BUREAU 
February, 1955 Report 
GRAND RAPIDS—KALAMAZOO 


Number of Quarter Hours 
With Higher Rating 
WKZO-TV Station B 
MONDAY THRU FRIDAY 
7 a.m. - 5 p.m. 144 56 
5 p.m. - 11 p.m. 83 37 
SATURDAY AND SUNDAY 
10 a.m. - 11 p.m. 80 24 


NOTE: Survey based on sampling in the fol- 
lowing proportions — Grand Rapids (45%), 
Kalamazoo (19%), Battle Creek (19%), Mus- 
kegon (17%). 


a 
NA? 


availabilities. 


the Selyer Hations 


WKZO.TY — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN.TY — LINCOLN, NEBRASKA 

Associated with 
WMBO RADIO — PEORIA, ILLINOIS 


100,000 WATTS °® 


TO PUT SALES ACROSS 
IN WESTERN MICHIGAN! 


American Research Bureau figures for Grand Rapids-Kala- 
mazoo show that WKZO-TY is almost a 3-to-] favorite over 
the next station, morning, afternoon and night! 


WKZO.-TV is the Official Basic CBS Television Outlet for 
Kalamazoo-Grand Rapids. Telecasts on Channel 3 with 100,000 
watts from a 1000’ tower. Serves one of America’s top-20 TV 
markets—almost 600,000 television homes in 29 Western Mich- 
igan and Northern Indiana counties! Ask Avery-Knodel about 


CHANNEL 3 ® 1000’ TOWER 


Kalamazoo and Grand Rapids 
Avery-Knodel, Inc., Exclusive National Representatives 


Getting Personal 


Gerry Piel, publisher of Scientific American, has delivered the 
Walgreen lectures at the University of Chicago. His subject was 
“Science in America”... 

Ben Chapple Jr., assistant v.p. of U. S. Steel, Pittsburgh, is mak- 
ing a good recovery at home following a recent operation... 

Moe Rutherford, Better Living, won the Maxwell trophy offered 
by the Western Advertising Golfers’ Assn. for the low net for three 
games played in its tournament series of 55. The cup was pre- 
sented at the final tournament of the year at Bob-O-Link ... 

Seymour Banks, manager of media research and planning of Leo 
Burnett Co., Chicago, is father of a son—his first—born on Dec. 4. 
There’s also a daughter in the family... 

A fourth child (third son) has joined the group at the home of 
Henry B. Grandin. “Hank” is a member of the plans department of 
N. W. Ayer & Son, Philadelphia... 


CHIN DEEP—Bedecked in leis are Chicagoans Mr. and Mrs. Edmond A. 

Faulkner on arrival in Honolulu for a winter holiday. Mr. Faulkner 

heads E. A. Faulkner & Associates, publishers’ representative, and 
Mrs. Faulkner is society editor of the Chicago Daily News. 


Sarah Wellington James, a member of the advertising and pro- 
motion staff of Harper & Bros., New York, and Dr. Field Case 
Leonard will be married early next year... 

The engagement of Judith Rodel Coste to Gilbert Whipple Chap- 
man Jr. has been announced by her parents, Mr. and Mrs. Felix 
Wilkins Coste. Mr. Coste is a v.p. of the Coca-Cola Co... 

Jean Blythe Reynolds was married Dec. 3 in Short Hills, N.Y., to 
Herbert Gardner Drake, a v.p. of J. Walter Thompson and a for- 
mer v.p. in charge of promotion at Macfadden Publications... 

Caroline Pinckney Prioleau and William Kent Haydock, member 
of the advertising promotion department of Life, New York, will 
be married in April in Charleston... 


20-YEAR CLUB—At the annual CBS 20-Year Club dinner, 45 new 
members were initiated, bringing the total membership to 349 em- 
ployes. New members pictured here are, front row: Nathaniel 
Scott, Elsie Bierle, Jerry Urgo, James Rinaldi, John Collins, John 
McCabe, Edward R. Murrow and Edwin Carlson. Middle row, Har- 
old Dorschug, Winifred Sharkey, Vera Eakin, Marjorie Throop. 
Rear row, Michael Campbell, Franklin Giesbrecht, Robert Kania, 
Peder Pederson, Orville Sather, Heimbert Marahrens, and Edward 
O’Mara. 


Margaret Bandolier and J. Norman Nelson, who were married in 
New York Nov. 2, have moved to Los Angeles. He was formerly 
director of national promotion and she was a staff artist at the 
Radio Advertising Bureau... 

Ernie Kovacs, NBC-TV commentator and ABC Radio comedian, 
has been elected Man of the Year by the Cigar Institute of America. 
Along with a citation commending him for his good manners in 
smoking and his enjoyment of a good cigar, Mr. Kovacs will receive 
a year’s supply of cigars—which, in his case, represents approxi- 
mately the cost of a Cadillac... 

Virginia Page Schleussner, who answers simply to Virginia Page 
in the public relations department of Cunningham & Walsh, New 
York, was married Dec. 3 to Francis Henry Amy Jr., who works in 
the film department of Kenyon & Eckhardt. After a honeymoon in 
Bermuda, the couple will settle down in a Greenwich Village apart- 
ment... 


—_— 
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: LARGEST POPULATION 
in Northern California 


Metropolitan Oakland Metropolitan San Francisco 


{ 
‘ (Alameda County) (San Francisco County) 


852.700  #£=794,900 


_... A lads MARKET OF 
57,800 CUSTOMERS! 


Source: CALIFORNIA STATE DEPARTMENT OF FINANCE, JULY 1, 1955 


Only the OAKLAND TRIBUNE covers Metropolitan Oakland 


Greatest Home Delivered Circulation in Northern California 


“Tribune 


ESTABLISHED FEBRUARY 21, 1874 


ASSOCIATED PRESS...WIREPHOTO.,.WIDE WORLD...UNITED PRESS...CHICAGO DAILY NEWS FOREIGN SERVICE 


CRESMER & WOODWARD, INC., National Representatives Including Sunday Magazine Section 
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PACKER’S DILEMMA—This is one of the 

wide-mouthed ketchup bottles 

H. J. Heinz Co.’s customers thought 

they wanted, but which, in tests, 
they wouldn’t buy. 


Consumers Jar Heinz 
by Rejecting Non-Jar 
Ketchup Jar in Test 


PiITTsBuRGH, Dec. 13—For years 
people have been suggesting to H. 
J. Heinz Co. that it switch its 
ketchup from the tall, narrow- 
necked bottle to jars with wide 
mouths which dispense their con- 
tents without violent pounding and 
jarring. 

So H. J. Heinz did—in tests in 
two cities, Pittsburgh and Detroit. 

And guess what happened? The 
major packaging change, suggested 
by thousands of consumers, was a 
dud. The old bottle outsold the 
wide-mouth jars by anywhere from 
seven-to-one to 33-to-one. Heinz 
has discontinued the experiment. 


® It also has decided that con- 
sumers may not want changes even 
if they say they do. In three 
months of testing, only one com- 
plimentary letter came in from a 
buyer who bought the “Command 
Performance jars.” 

Introduced in two sizes, 8% and 
10% oz., and two different shapes 
(one like a mustard jar, one globe- 
like) the new containers turned 
out to be more expensive to make, 
and the price per ounce was higher 
than in the standard 14-oz. bottle. 


® In production, the jars weren’t 
as easily filled, and the ketchup 
tended to darken more quickly 
once it was opened. Shelf life was 
less, because the large cap was a 
less efficient closure than the bot- 
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individuals, groups, firms who 
need facts published in the daily 
press. We “spot” them in 
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6000 weekly English language 
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service that costs little. 
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tle cap, and the packages stacked 
badly in store displays. 

In the first month, the new 
packages did well—reaching a one- 
to-seven ratio of the sales of the 
standard bottle; in the second 
month, the smaller jar held at 13 
to one, and the 10%4-oz. jar slipped 
to 22 to one. By the third month, 
the 844-oz. jar had slipped to 17 to 
one against the bottle, and the big- 
ger size was down to 33 to one. 

Heinz ketchup, the company 
said through its agency, Ketchum, 
MacLeod & Grove, will be sold in 
the familiar 14-oz. bottle from here 
on. 


‘Family Weekly’ Drops Three 

Three Texas newspapers—The 
Sunday American Statesman, Aus- 
tin, the Waco Sunday Tribune- 
Herald and the Port Arthur Sun- 
day News—have announced they 
will not carry the Family Weekly 
after Sunday, Dec. 25. 


Synthetic Mink Is 
Scarcer than Real 
‘Stuff—This Yule 


New York, Dec. 13—Man-made 
“mink” is not only the cheapest 
($125 a coat), it’s the rarest muta- 
tion yet. And anyone hoping that 
pseudo-mink will solve his fur- 
for-Christmas problems should 
step lively, since Princeton Knit- 
ting Mills plans to produce only 
enough of the fur fabric for about 
200 coats this year. 

This season’s promotion is aimed 
primarily at building demand for 
1956, and the hot and heavy ad- 
vertising will not be launched until 
early next year. Patterned after 
Princeton’s current campaign for 
O’llegro (another fur-like fabric) 
the mock mink campaign will 
probably break in February trade 
publications, followed up by con- 
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sumer campaigns starting in July. 

This Dynel-and-Orlon “mink,” 
which rated a big editorial splash 
in the Dec. 5 Life, is handled ex- 
clusively by Saks Fifth Ave. stores 
this year. But in the fall of 1956, 
it will be available on a one-store- 
to-a-city basis. 

Ehrlich, Neuwirth & Sobo is the 
agency. 


ABC Adds ‘Famous Film’ 
Sponsors; Slates Rank Series 
After a brief test, Procter & 
Gamble Co., Cincinnati, 
bought 30 participations—one a 
week through June 17, 1956, on 
ABC-TV’s “Famous Film Festi- 
val.” Biow-Beirn-Toigo made the 


| buy for Shasta shampoo. Colgate- | 


Palmolive Co. has bought an- 


nouncements for Colgate dental | 


cream (Ted Bates & Co.) on the 
Sunday night program effective 
| Jan. 1 coincident with the cancel- 


ation of NBC-TV’s 


“Variety 


| Hour.” 


ABC also has acquired 100 more 
J. Arthur Rank movies, but these 
will be screened as a two-hour aft- 
ernoon series starting Jan. 16 at 3 
p.m., EST. This series also will be 
offered for participating sponsor- 
ship. 


Torrington Names Loudon 


Torrington Mfg. Co., Torrington, 
Conn., maker of equipment for 


has | 


metal mills, has named Henry A. 
‘Loudon Advertising, Boston, to 
‘handle its advertising, effective 
|Jan. 1. Graceman Advertising, 
Hartford, formerly handled the 
| account. 
Santo Pulise Joins Geyer 

Santo Frank Pulise, formerly 
assistant art director of Scheideler, 
Beck & Werner, has joined Geyer 
Advertising in the same capacity. 
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Lujack Clark McDonald Hayes 
SILVER ANNIVERSARY—Among those attending the testimonial dinner 
marking Arch McDonald’s 25 years of sports broadcasting on 
WTOP, Washington, were Al Lujack, president of the Touchdown 
Club; Supreme Court Justice Tom Clark; Mr. McDonald, and John 
S. Hayes, president of the station. 


Lack of TV Stations 
Hurts Advertisers, | 
McConnaughey Says 


PHILADELPHIA, Dec. 13—After 
paying tribute to tv’s rapid growth 
to 450 stations reaching 96% of the 
population, the chairman of the 
Federal Communications Commis- 
sion warned last week that tv’s 
expansion is stalled at a point 
where there is “undue constric- 
tion” of opportunity for advertisers 
and undue constriction of program 
choices in many parts of the coun- 
try. 

Outlining the issues at stake as 
FCC heads into a “fundamental 
reappraisal” of the tv allocation 
system, Chairman George C. Mc- 
Connaughey said that even if FCC 
acted on all pending applications, 


two-thirds of the leading 100 mar- 
kets would still have only two. 


oe 


stations or less. 
“I consider this undue constric- 
tion on the scope of network ad- 


|vertising and of national spc: ad- 


vertising, and local advertising 
as well,” he said. “Under our sys- 
tem of broadcasting this would re- 
sult in undue constriction of pro- 
gram choices available to the 
public.” 


® He said we not only need more 
stations in larger communities, but 
we should also try to provide for 
smaller communities to have their 
own stations, just as they have 
newspapers and radio stations. 

But he said the present alloca- 
tion system is not working out, 
and that the commission is badly 
in need of suggestions. “We earn- 
estly hope that the economics of 
the industry” will permit smaller 
communities to have their own 
stations, he said. 

“At the same time, we cannot 
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This staff of experienced 
editorial talent — 40 full-time 
Oil and Gas Journal 

editors with more than 560 
years of petroleum-journalism 
experience — serves our 
33,419 paid subscribers in 


the oil and gas industry 


the world. 


These subscribers must like 
The Journal, because more 
than 84 per cent of them 
automatically renew their 
paid subscriptions each year. 
There’s no finer tribute 


to the job an editorial staff 


is doing than this. 
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|delay consideration of every con- 


structive suggestion for making 
available, at the earliest possible 
date, competitive assignments in 
those communities where econom- 
ic potential already exists and 
where entrepreneurs are ready, 
willing and able to build new sta- 
tions.” 

In sketching tv’s growth he pre- 
dicted advertising expenditures in 
tv would be about a billion dollars 
in 1955, and that the medium 
would nudge ahead of magazines 
for leadership in the national ad- 
vertising field. In another decade, 
he said, tv might be getting two 
billion a year. 


Carral Heads Mexican Group 
Ignacio Carral, manager of the 
Mexican office of Robert Otto & 
Co., has been elected president of 
the Asociacion Mexicana de 
Agencias de Publicidad—Mexican 
equivalent of the American Assn. 
of Advertising Agencies. Prior to 
joining Otto several years ago, Mr. 
Carral was ad director of Sears, 
Roebuck & Co. in Mexico. 
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Pick the 
GREENVILLE, Sf 


~ Market — 


for your 
money! 


IN DRUG SALES! 


With South Carolina's most pop- 
ulous City and Retail Trading Zones 
of 494,212 people (ABC 9-30-53), 
the Greenville market leads all 
others in South Carolina Drug 
Sales. 


Here’s the comparison: 


GREENVILLE $11,177,200. 
Columbia 10,546,310. 
Charleston 7,944,380. 


Drug Sales from Sales Management 
May 10, 1955, Survey. City and Retail 
Trading Zones from Audit Bureau of Cir- 
culations latest figures. 


The Greenville market also leads 
all others in South Carolina in Pop- 
ulation, Incomes, Autos & Trucks, 
Retail Sales, Wages and Employ- 
ment. It's your first market in South 
Carolina. 
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The Thomas Gilcrease Institute of American History 
and Art has one of the greatest collections of early Amer- 
icana in the nation. Mr. Gilcrease says, “The impact of 
LIFE’s 1954 story about the Institute is still being felt. 
Some recent letters from abroad mentioned the article.” 


The First National Bank of Tulsa is the home of the 
enormous and controversial Conway Mural. Says Board 
Chairman R. O. McClintock, “LIFE’s ’51 story about the 
mural brought inquiries of international scope. Even now 


999 


we get letters referring to ‘that painting we saw in LIFE. 


What happens when 


“Oil Capital of the World” —Tulsa, 
Oklahoma. To the uninitiated, these words 
bring an image of cumbersome oil derricks, 
roustabouts in muddy boots, “black gold” 
running ankle deep in the streets. Nothing 
could be further from the truth. 


In fact, Tulsa is a clean and beautiful 
city. Not a single working derrick mars 
the skyline. There is enormous prosperity 
in Tulsa and its citizens, as cosmopolitan 
as any in the country, enjoy a rich and 
varied cultural and social life. 


hits 


To be sure, oil is the lifeblood of Tulsa. 
Virtually every major oil-producing and 
allied industry has offices or laboratories 
here. It is the permanent home of the In- 


ternational Petroleum Exposition, as well 
as of the petroleum industry’s leading 
magazine. : 

Here, as in every other community 
across the nation, where LIFE is read in 3 
out of 5 households,* LIFE influences 
the lives of people. In their own words, 
let a few Tulsans tell you about it. 


*Source: A Study of the Household Accumulative Audience of LIFE, by Alfred Politz Research, Inc. 
(A LIFE-reading household is one in which any member aged 20 or over has read one or more of 13 issues.) 


BED4 9 Rockefeller Plaza, New York 20, N. Y. 


bie. 
on 


i — ' ee 3 
Harold G. Hynd, Works Manager of the Tulsa Division 
of Douglas Aircraft Company : “We know by the comments 
and inquiries we have received, any mention of Douglas in 
LIFE makes Tulsans increasingly proud that our Company 


is a vital part of this great and growing community.” 


G. Y. Vandever, head of famous Vandever’s Department 
Store, discusses plans for an important fashion show with 
Mrs. D.R. Feagin, prominent Tulsa socialite. Hesays ,“I’m 
amazed at LIFE’s impact on fashion. A new style appear- 
ing in LIFE has an immediate reaction on our customers.” 


Tulsa Twins, Mrs. Barbara Hambric (I.) and Mrs. Betty 
Jones were the subject of a LIFE article on teen-agers in 
1947. They say, “LIFE made celebrities of us. We received 
many offers of modeling jobs, letters seeking beauty ad- 
vice, even marriage proposals from as far away as India.” 


H. Arthur Brown, Conductor, Tulsa Philharmonic Or- 
chestra: “‘LIFE’s articles about orchestras point up the 
importance of music, encourage its support. No matter 
what symphony orchestra LIFE chooses to discuss, it 
stimulates new interest and pride in our orchestra.” 
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Tulsa plays host to the oil industry. Approximately every four years, Tulsa holds 
its famous International Petroleum Exposition which attracts delegates from more 
than 50 different countries. Here against Tulsa’s night skyline you can see the impos- 
ing expanse of the Exposition grounds. During the last show (1953) over a billion 


Little Reatha Sunday is just one of the lucky Tulsa 
youngsters who learned horsemanship at the Tulsa Junior 
Riding Club. Hollis Bounds, former Director of the 
club, says, ““LIFE’s story about us (1948) really stimu- 
lated interest in our club. Membership literally soared.” 
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dollars’ worth of oil equipment was sold. W. B. Way, General Manager of the event, 
says, “After the LIFE story of our show (6-1-’53), we had a tremendous increase in 
the number of requests from all over the world for space at the next Exposition. The 
extraordinary thing —the date for the next Exposition hadn’t then been decided upon.” 


oer vem —e _— : : 
Hugh McKenna, President of the United States Junior Chamber of 
Commerce: “LIFE comes to Tulsa every time a Jaycee chapter makes 
news with one of its community betterment projects. Pancake festivals or 
‘Get Out the Vote’ campaigns when reported by LIFE invariably stimulate 
the leaders in our 2,750 Jaycee chapters to project ideas of their own.” 


Dale Carter (1.) and Don Nix are the co-owners of Utica Square, Inc., 
a beautiful new shopping center in the heart of Tulsa’s exclusive south- 
east side. They agree, “‘LIFE’s local impact builds sales for the retailer. 
When the stores in our shopping center recently ran their own ‘Ad- 
vertised-in-LIFE’ promotion, the average increase in sales was 25%,” 
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FAOLOL z| & CARRERAS 


ALCOA plans $10 million expansion $3 MILLION shopping center statts 
$20 MILLION additional expansion genpix AVIATION -expands plant 


planned by Alcoa 
FORD MOTOR CO. picks Daven- PLAN $506,000 downtown shops 


port as sales headquarters building 
SEARS ROEBUCK $3 million store IOWA'S HIGHEST! Bank clearings 
opens up 18.8%! 


Egan... DAVENPORT NEWSPAPERS ARE... FIRST in Quad- 


City circulation — in Quad-City advertising lineage —in advertising lineage 
in ALL IOWA! 


NING SEMEC RAT 


‘The Evening DAILY 
AOCRAT & Times 


d| Nationg y by Jenn & Kelley, Inc 


New Employment 
@ | Agency’s Clients 
Are All Researchers 


New York, Dec. 13—The newest 
enterprise along Madison Ave. is 
an employment agency specializing 
entirely in the market research 
field. 

Bert Herman, a young sociolo- 
gist, has hung out his shingle 
—Research Executive Personnel 
Agency—at 420 Madison Ave. 

He will try to place researchers 
with advertising agencies, publish- 
ing houses, advertisers and re- 
search outfits. He expects the bulk 
of his business to come from ad- 
vertising agencies. 

Mr. Herman says the great ex- 


‘ nip ff 


Teer SED Gath TA = a PO 


oe Ew 


Advertising Age, December 19, 1955 


ly in the market research | 
field has created a need for this | 
type of employment agency. He 


told AA his prospects are good 
because “in the advertising busi- 
ness, no one likes to stay on a job 
for more than two years.” 


Windett Leaves ‘R & E’: 
Company Moves Office 

Arthur Windett has resigned as 
v.p. and advertising sales mana- 
ger of Research & Engineering. 
His plans will be announced later. 
No successor has been named. 

William H. Relyea Jr., publish- 
er, simultaneously announced the 
relocation of the company’s edito- 
rial office at Stamford, Conn. Ex- 
ecutive and sales offices continue 
at 103 Park Ave., New York. 


ACME AGENCY 


RESEARCH 
DEPARTMENT 


LIKE CALIFORNIA WITHOUT 


THE BILLION Dota Fee 


4 NOT COVERED BY LOS ANGELES 
AND SAN FRANCISCO NEWSPAPERS 
California’s Billion Dollar Valley lies inland — isolated from dis- 


tant Coast cities by mountains. This independent, self-contained 
region is bigger in area than Illinois, has more population than 


West Virginia. 


Valley families have over $3% billion in spendable income 
(more than Oklahoma), account for more retail food sales than 
Louisiana.* You’re not selling California unless you're selling the 
Valley. And to cover it in depth, you need the three Bee news- 
papers, each the strong local favorite in its part of the Valley. 


*1955 Consumer Markets 
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McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES . . 


. O'MARA & ORMSBEE 


Ketchum, MacLeod 
Will Open New York 
Office on Jan. 16 


PITTSBURGH, Dec. 13—Ketchum, 
MacLeod & Grove will open an of- 
fice in New York City on Jan. 16. 

The New York operation, to be 
located at 155 E. 44th St., will 
be staffed by advertising and pub- 
lic relations account executives, 
and radio and television personnel 
from the Pittsburgh office. 

Ketchum’s Pittsburgh office has 
235 persons. 


es Robert P. Lytle, v.p., will man- 
age the new office. George Ketch- 
um, president of 
the 32-year-old 
agency, said ex- 
pansion was 
made necessary 
by the doubling 
of the agency’s 
billings in the 
past five years. 

He pointed out 
that in 1954 
Ketchum ranked 
41st in size among 
US. agencies 
and will bill more than $16,000,000 
this year. 

The agency’s public relations de- 
partment, with its staff of 41, is 
regarded among the nation’s larg- 
est p.r. operations. 


Robert P. Lytle 


Mr. Ketchum said, “We expect to 


service some of our accounts in 
the New York office, in addition 
to providing an operating base for 
accelerated eastern activity on be- 
half of all our clients.” 

Mr. Lytle has been with the 
agency since 1946 and associate 
director of the p.r. department 
since 1948. He was elected v.p. two 
years ago. 

A graduate of the University of 
Pittsburgh, he was a reporter and 
feature writer for the Pittsburgh 
Press for seven years before enter- 
ing the p.r. field. 


Fifteen More Stations 
Join Television Bureau 


Television Bureau of Advertis- 
ing, New York, has signed 16 new 
members—15 stations and a station 
representative. This gives TvB a 
total of 178 members, including 
two networks. 

Latest additions to the rolls are 
KKTV, Colorado Springs; KLEW- 
TV, Lewiston, Ida.; KOAT-TV, 
Albuquerque, N. M.; KOMO-TV, 
Columbia, Mo.; KOVR, Stockton, 
Cal.; KSLA, Shreveport, La.; 
KTVW, Seattle; WBRZ, Baton 
Rouge, La.; WCTV, Thomasville, 
Ga.; WDEF-TV, Chattanooga, 
Tenn.; WHIO-TV, Dayton, O.; 
WIN-T, Ft. Wayne, Ind.; WNDU- 
TV, South Bend, Ind.; WSB-TV, 
Atlanta; WSFA-TV, Montgomery, 
Ala., and George P. Hollingbery 
Co. 


Regal Knitwear Names Agency 

Regal Knitwear Co., New York 
manufacturer of knit goods, has 
appointed Altman-Stoller Adver- 
tising, New York, to handle its ad- 
vertising. A national campaign for 
bathing suits and sweaters is being 
planned. Mervin & Jesse Levine 
Inc., New York, formerly handled 
the account. 


reach 5553 
POLICE CHIEFS 


via this all-selective 
medium! They buy uni- 
forms, communications, 
weapons, traffic sys- 
tems, parking meters, 
ew Get the 
full story... TODAY! 


NATIONAL REPRESENTATIVE 


° €OPP & Associates 


ye New York 36,N. Y. 
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HRHVERE SHY CHEUES 


Here is the 14 page advertisement from 
August House & Garden that launched 
the Drexel Furniture Company’s Profile 
furniture. In 6 months’ time $8,000,000 
of this furniture has sold at retail. Why 
House & Garden was selected—how 
House & Garden was in at the inception 
of the idea—how House & Garden 
stimulated retail tie-ins—how House & 
Garden helped spark this success is an 
important story for any advertiser to hear. 


— & GARDEN, 420 
Attention: 


HOUS 


Sure | want fo 


Snd me the brochure 


New York 17, N.Y. 


Lexington Avenue, 
Mr. John A. Camph 


hear the PROFILE story U 


of the Profile story wh 


°3,000,000 


idea! 


Whether you run one page or a 
campaign House & Garden has a market 
and merchandising influence that can go 
to work for you. 


A brochure telling this story is on the 
press now. Send for your copy today. 
Let us talk with you about House & 
Garden helping you spark a sales idea 
in 56. 


Clip and mail this coupon today. 


en it comes off the press. TC) 
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Prestige or SALES? 


Which is most important to you, acclaim and honor by your associates and com- 
petitors or consumer demand and purchase of your product? 


Your ad in The WORKBASKET would create very little immediate excitement and 
jealousy among your competitors . . . But it will sell your product! 


We know of no other mass circulation magazine (1,250,000 ABC) that can offer 
you a market of 100% women subscribers, 76% of whom are “full-time” homemakers. 


The most certain and lasting method of increased recognition in your field is 
through greater sales volume. So regardiess of whether you place more value on pres- 
tige or sales, your answer is the same — an advertising schedule in The WORKBASKET. 


The WORKBASKET 


A MoovD ER N an ae SP BS RR A: FT P UBT CcartTigonN 


543 Westport Road * Kansas City 11, Mo. 


Advertising Age, December 19, 1955 


Eastern Admen Just 
Don't Savvy Western 
Marketing: Sanders 


Hottywoop, Dec. 13—There is 
hardly a national account that 
can’t be split and the western 
phase handled by the West, Hil- 
dred Sanders, v.p. of radio and tv 
for Dan B. Miner Co., Los Angeles, 
told members of the Hollywood 
Advertising Club yesterday. 

Miss Sanders said she takes this 
position because eastern agencies 
and representatives apparently 
don’t know or take time to learn 
about the “vastly different and 
ever-changing” western area. 

Western differences make neces- 
sary differences in copy approach 
and media selection, Miss Sanders 
asserted. A major difference, she 
pointed out, is climate; the cool to 
warm summers and mild winters 
have greatly influenced habits of 
eating and dress. 


Two TicKETS 


OKLAHOM 


TO 


More Showers 


see THE DAILY OKL 


5 eadlaen ae 


‘hah aS 


Use these two tickets to Oklahoma— 
The Daily Oklahoman and the Oklahoma 
City Times. They’re two tickets to a beau- 
tiful market, to a land that’s grand. 

Widely diversified economic founda- 
tions have spurred Oklahoma’s growth as 
a beautiful market. Since 1940 Oklahoma’s 
industrial employment has grown 62.5%, 
mineral production has grown 166.4%, 
crop income has grown 163.5,% and 
livestock income has grown 193.9%. These 
indicators are reflected in business activity 


the same period. 


i 
THE DAILY OKLAHOMAN @ Fi 


Published by The Oklahoma Publishing Company 
The Farmer-Stockman, WKY, WKY-TV 


in a growth of retail sales of 333.1% in 


Oklahoma is richer in variety and 
quantity of natural resources, minerals 
and fuels than 42 of the nation’s other 
states, providing a foundation for acceler- 
ating growth of many varieties of industry. 

Yes, Oklahoma is growing. . 
land of growing sales. Your sales, too, 
can be a part of this growth, when you 
advertise in The Oklahoman and Times— 
your two tickets to Oklahoma. 


.itsa 


OKLAHOMA CITY TIMES 


Represented by The Katz Agency 
apates 


Taking Southern California as 
an example, she observed that it 
contains over half the people on 
the Pacific Coast. These people 
live in a vast, sprawling territory, 
with no uniform business districts 
or centralized buying offices as 
in the East. It takes far more sales- 
men to cover Los Angeles than it 
does any other U. S. city, she as- 
serted. 


s Miss Sanders bolstered her posi- 
tion with these statistics: In 
Southern California there are 4,350 
persons per square mile, as com- 
pared to 88,025 persons per square 
mile in Manhattan, or 17,190 in 
Boston. Of every 100 families, 22 
own a second car; the national av- 
erage is three per 100 families 
owning two cars. 

Southern Californians drive 
more, she pointed out. Filling sta- 
tion sales in the area in '54 were 
more than $650,000,000—$100,000,- 
000 more than the total of New 
York’s five boroughs plus Chicago 
and the whole of Cook County, 
Ill. Southern California population 
spreads out, not up, she said, point- 
ing out that the Los Angeles met- 
ropolitan area’s growth is almost 
entirely suburban. 

Added to the factors of climate 
and distance, she said, is the com- 
petition offered national brands by 
western companies which have 
West Coast agencies who know 
their territory. Examples of this, 
she declared, are offered by two 
local companies, Walter Kendall 
Fives, a dry dog food, which has 
25.4% of sales in this area, and Dr. 
Ross canned dog food, which ac- 
counts for 36.1% of sales in Los 
Angeles County. These brands have 
top positions in the market despite 
numerous national competitors 
spending millions of dollars here, 
Miss Sanders asserted. 


= Commenting on the invasion of 
the Southern California market by 
eastern beers in the past few years, 
Miss Sanders said figures show 
eastern beers apparently are not 
bothering the West Coast sales 
leader, Lucky Lager. “It isn’t as 
easy as the eastern beers and their 
agencies thought, and they’re far 
from winning,” she said. 

As a parting shot, Miss Sanders 
pointed to a number of broadcast 
rating differences to indicate that 
eastern agencies without active 
branch offices in western markets 
cannot cover the area with “na- 
tional planning.” 

“We don’t have any ‘customary 
procedure,’”’ she said. “How could 
we, when Los Angeles County 
alone has been growing during the 
past five years at an average an- 
nual rate of 206,000 people, almost 
equal to the entire population of 
Nevada?” 


CBS Radio Names Becker; 
Boosts Donahue, Firman 


I. S. Becker, president of the 
CBS owned package company, Air 
Features, is returning to CBS Ra- 
dio, New York, as v.p. in charge of 
business affairs. He previously 
held this network post for a few 
months in 1952. Mr. Becker will 
continue to direct the Air Features 
operation. 

CBS has transferred Jack Don- 
ahue from the Chicago office of 
CBS Radio Spot Sales to Los An- 
geles as Pacific Coast network sales 
manager of CBS Radio, effective 
Jan. 1. The position has been open 
since Bob Reitzel became Detroit 
sales manager for the netwerk 
earlier this year. Coincidentally, 
William W. Firman, a Chicago 
salesman for the network, has been 
named sales manager of the De- 
troit office of CBS Radio. He suc- 
ceeds Mr. Reitzel, who is taking a 
year’s sabbatical to go on a trip 
around the world. Robert F. 
Meskill, formerly with Everett- 
McKinney, has been named an ac- 
count executive in the Chicago of- 
fice of CBS Radio Spot Sales. 


————————— 
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CIRCULATION 


AND 


ADVERTISI 


TOTAL ADVERTISING — Source, Media Records, Inc. 
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cW YORK'S FASTEST GROWING EVENING HEWSPAPER aa 


EORGE A. McDEVITT CO. iNC. * Midwestern and Western Netione! Advertisin 
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Bench Ad Group 
Hits Chicago Officials 
in Contempt Hassle 


Cuicaco, Dec. 13—A wrangle in- 
volving city officials and four 
beneh advertising companies here 
was stalled until Dec. 22 yesterday, 
when Judge Harry Fisher, in cir- 
cuit court, instructed city attorneys 
to be prepared to show cause why 
Lloyd M. Johnson, Chicago com- 
missioner of streets and sanitation, 
should not be held in contempt of 
court. 

A contempt of court citation 
against Mr. Johnson and the city 
is being sought by Maurice Na- 
thanson, attorney, on behalf of the 
Advertising Bench Assn. 

Several weeks ago, Mr. Nathan- 
son obtained a temporary in- 
junction from Judge Harry Fisher 
which restrained the city from re- 
moving ad benches from private 
property. Last week, however, city 
garbage trucks, under orders from 
Mr. Johnson, removed more than 
100 of the benches. 

“My petition asks Mr. Johnson 
to show cause why he should not 
be held in contempt of court,” Mr. 
Nathanson told AA. “All of the 
benches owned by my client are 
on private property, and we have 
leases for all of them. The city 
has no right to confiscate the 
benches whether they are on pri- 
vate property or not.” 


# Mr. Johnson had this to say 
about the benches. “All of the 
benches picked up by the city 
were on public property. They are 
a nuisance, illegal and an eyesore. 
No one has a right to build any- 
thing on public property. There 
were no permits issued for the 
benches. I intend to continue my 
campaign until all these benches 
(estimated at 500) are removed.” 

The concrete benches weigh 
about 500 lbs. apiece. AA was told 
the benches are the property of 
four companies which belong to the 
Advertising Bench Assn. Most of 
the ads carried on them are local, 
but there is some national adver- 
tising, AA learned. The same com- 
panies also own benches in Chi- 
cago suburbs, and in other cities 
throughout the state. 

Mr. Nathanson also told AA that 
his client will sue Mr. Johnson 
personally for trespassing. He said 
the benches cost about $75 each. 
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@ It’s the Morning 
Courier-Express which 
carries your sales mes- 
sage at a low rate to 
nearly 14 of the 463,000 
families in Western New 
York’s 8-county market 
where effective buying 
income averages $5,286 
per family. 


ROP COLOR 
available both 


daily and Sunday 
BUFFALO 


COURIER-EXPRESS 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 


Pacific Coast: DOYLE & HAWLEY 


“Mr. Johnson is just a little czar 
who hates advertising and is try- 
ing to throw his weight around,” 
Mr. Nathanson said. 


Barton Joins American School 

The American School, Chicago, 
which calls itself the world’s larg- 
est correspondence high school, 
has appointed Bob Barton counsel 
on advertising, effective Jan. 1. 
Mr. Barton recently retired from 
Diamond Match Co. as director of 
national matchbook advertising 


services, and prior to that was v.p. 
and manager of Batten, Barton, 
Durstine & Osborn’s Chicago of- 
fice. 


Harold Milier Co. Adds Two 
Harold Miller Co., New York, 
has been appointed to handle ad- 
vertising for Northern Star Indus- 
tries, Brooklyn, manufacturer of 
automotive wheel covers, and 
Identification Systems Co., New 
York, manufacturer of name plate 
presses. Both accounts were pre- 


Advertising Age, December 19, 1955 


viously handled by Sherman Law- 
rence Advertising, Newark. 


Mother's Food to Sackheim 
Mother’s Food Products Inc., 
Newark, producer of Mother’s 
gefilte fish, borscht and other 
packaged food items, has ap- 
pointed Ben Sackheim Inc., New 
York, to handle its advertising. 
Advertising plans for 1956 call 
for a 60% increase over the 1955 
appropriation, with the major ex- 
penditure in newspapers in met- 


ropolitan markets. Ray-Hirsch 
Co., New York, formerly handled 
the account. 


Magnavox Appoints Shields 

Magnavox Co., Fort Wayne, Ind., 
has appointed Eugene B. Shields 
assistant advertising manager. Mr. 
Shields formerly was manager of 
co-op advertising of Norge Sales 
Corp. Prior to joining Norge, he 
was regional advertising and sales 
promotion manager of Westing- 
house. 
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‘Chamois’ Has to 
Be Chamois: FTC 


WaAsHINGTON, Dec. 13—The Fed- 
eral Trade Commission reiterated 
today that the consumer who buys 
a well-known product by its fa- 
miliar name is entitled to get 
what he asked for. 

The statement of principle was 
repeated as the commission told 
Atlantic Sponge & Chamois Corp., 
New York, that it cannot use the 


term “chamois” for anything ex- 
cept the genuine product. 

The company’s product resem- 
bles a chamois but is made by a 
different process, resulting in a 
product less useful than a chamois, 
under normal use. 

In an appeal from an unfavor- 
able ruling by a hearing examiner, 
the company said it would be sat- 
isfied if allowed to use the term 
“combination-tanned chamois,” 
with the qualifying words “buffed 
not split.” 


But FTC said the ordinary con- 
sumer still would not know the 
truth without resort to specialized 
information which he does not 
possess. 


= The opinion, by Chairman John 
W. Gwynne, said, “The ordinary 
consumer often does not know the 
composition and method of manu- 
facture of many things he buys. 
Nevertheless he does know that 
over the years many products have 
acquired a well-known name, and 


in buying under that name, he 
usually assumes it is the tradition- 
al and accepted product he is buy- 
ing and nothing else.” 


‘Bride-to-Be’ Price Drops 
Bride to Be, New York, a Curtis 
publication, will sell for 50¢ a copy 
when the spring issue is circulated. 
The reduction from $1 is designed 
to increase circulation from the 
80,707 level reached by the fall, 
1955, issue of the quarterly to a 
level which would provide a na- 


27 
| tional rate base of 400,000 copies 
for the first four issues—an aver- 
age of 100,000 for each. 


Sheraton Net Sets Debut 


Sheraton Closed Circuit Tele- 
vision Network will start operating 
a color tv hookup of 50 hotels for 
the use of business and industry in 
February, 1956. The large-screen 
compatible-color pictures also can 
be picked up in b&w. Sheraton 
hopes to have 100 hotels in the 
color chain by mid-1956. 


— lO 


The Voice of St. Louis 
CBS Owned— 
50,000 watts 
Represented by 

CBS Radio Spot Sales 


Godfrey Sponsor Shifts 

American Home Foods, New 
York, has shifted from a Tuesday 
to a Thursday segment of Arthur 
Godfrey’s morning simulcast on 
CBS. The company is using the 
time to advertise several Chef 
Boy-Ar-Dee foods. Young & Rubi- 
cam is the agency. 


Wasser, Kay Moves Office 


Wesser, Kay & Phillips, Pitts- 
burgh agency, has moved to larger 
quarters at 1231 Banksville Rd. 


of a new model and to urge immediate ordering. 
SCHEDULE: Black & white spreads in 3 business 


publications. 
RESULTS: “A sell-out. Allotment shipping only 


by December 1.” 


THe ASSOCIATED BUSINESS PUBLICATIONS 
Founded 1906 + 205 East 42nd St., New York 17, N. Y. 


OBJECTIVES: To impress the trade, in a bid tor 
Christmas orders, with the amazing sales success 


AGENCY: Doyle Dane Bernbach, Inc. 
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How the Polaroi 
Corp. uses ads in | 
businesspapers 

to spark sales 

of a new camera 
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VICE PRESIDENT 


4 IN EUROPE | 


We've made Miss Perkins a V.P. for showing us how to 


SELL U.S. 
SERVICE FAMILIES 


through... 


The American  — 


ZZ 


Write for sample 
Copies, Rates and 
New Market Data 


Book, ‘‘Timely Facts’ 


WEEKEND 


_— Newspaper ter Americons Abroad’ 


ARMY TIMES PUBLISHING CO. 
2020 M St., N. W.,Washington 7,D.C. 
U. S. OFFICES 

Detroit, Los Angeles, San Francisco 
New York, Philadelphia, Chicago 
FOREIGN OFFICES 

Frankfurt, Honolulu, London, Paris, Rome, Tokyo 
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Trial Is Set for 
New Jersey Claim to 
Unused S&H Stamps 


TRENTON, Dec. 14—Trial of 
New Jersey’s escheat suit against 
Sperry & Hutchinson Co., oldest 
and largest of the trading stamp 
houses, has been scheduled for 
June 18, 56, by Judge C. Thomas 
Schettino, of the superior court of 
New Jersey, chancery division. 

The state has laid claim to all 
funds set aside by S&H for stamps 
issued but unredeemed. The claim 
covers the period between 1896 
and 1950, under the state’s es- 
cheat statutes (AA, Feb. 14, June 
6). The laws apply to property 
unclaimed for five and 14-year 
periods. 

Although exact amount involved 
in the suit has never been made 
public, some estimates place the 
figure as high as $33,000,000. 


® The whole trading stamp indus- 
try is waiting for the decision in 


% 
6 


:: ee 


And.. 


as always... 


Ten to one J. B.’s new media assistant forgot 
that things have changed in Cincinnati.”’* 


*CHANGE No. 1: 


CHANGE No. 2: 


is now the Cincinnati Enquirer. 


is now the Cincinnati Enquirer. 


; 


The daily with the largest CITY ZONE circulation | 


The daily that carries the MOST ADVERTISIMG &-% 


the case, because if New Jersey 
can take title to unclaimed trad- 
ing stamp money under its escheat 
statutes, similar court actions 
probably will be brought in other 
states. Conceivably this could 
damage the whole trading stamp 
business. 

Sperry & Hutchinson in a for- 
mal reply to the suit denies that 
any rights or claims relating to 
trading stamps are within the 
scope of the statutes, and asserts 
that the stamps “have no redemp- 
tion value until accumulated and 
presented physically for redemp- 
tion in accordance with the con- 
tracts of the company” and the 
stamps cannot be lawfully trans- 
ferred without the company’s writ- 
ten consent. 


Plan to Build 3,000 
Supermarkets in ‘56, 
to Cost $800,000,000 


New York, Dec. 13—An esti- 
mated $800,000,000 will be spent 
in 1956 on the construction of 
nearly 3,000 new supermarkets, an 
annual survey conducted by Super 
Market Merchandising reveals. 
Equipment and fixtures, included 
in the total, are expected to run 
between $290,000,000 and $330,- 


'67.0,000. 


The survey, conducted among 
102 companies controlling more 
than 2,000 supermarkets, further 
reveals that the number of new 
markets to be built in 1956 will be 
at least 60% greater than in 1955, 
an alltime record high for the 
industry. 

Each new supermarket will rep- 
resent, on the average, an invest- 
ment of at least $270,000, of which 
$110,000 will be for fixtures and 
equipment. Banks will be the 
major source for expansion funds. 


s The study finds the size of the 
new markets will vary widely, 
but the average will be about 
16,000 sq. ft. Parking lots will be 
three times the market size. Most 
of the new supers will be leased 
rather than owned outright, and 
most leases will run from 10 to 
20 years. 

The stores also will expand 
their lines, including groceries, 
housewares, drugs and other non- 
food items. Many markets will 
devote additional space to frozen 
foods, and in-store prepackaging 
of fresh fruits and vegetables will 
be increased, the study shows. 

Of the companies now issuing 
trading stamps to customers, most 
reported they intend to continue 
their use. Most of the companies 
which do not issue stamps said 
they do not plan to begin doing so. 


Canada Relaxes Radio-TV 
Paid Spots Limitations 


Private radio station operators 
in Canada may increase from four 
to five the number of paid spots 
which may be broadcast in any 15- 
minute period, Canadian Broad- 
casting Corp. has decided. Stations 
also may increase from three min- 
utes to four the total time of paid 
announcements in a 15-minute pe- 
riod. 

The Canadian Assn. of Radio & 
Television Broadcasters had asked 
the CBC board of governors to 
permit weekly averaging of per- 
missible paid announcements, in- 
stead of quarter-hour limitations, 
which would permit stations to 
broadcast more paid spots during 
peak daytime listening hours. In- 
stead, an increase in the maximum 
number of spots was allowed. 


Paul Moran Forms Agency 

Paul S. Moran has formed the 
Paul S. Moran Advertising Agen- 
cy, Toledo, which will specialize 
in small business advertising and 
area shopping publications. He was 
formerly advertising manager of 
the OMI Farm News. 
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Grocery Bill...over $1,000,000 a Week! : 


Every week families in the South Bend Corporate City 
Area spend more than $1,000,000 in their grocery 
stores! That's big business. And important food re- 
tailers know it. One new chain has opened here; an- 


theme of the opening session. other is expanding. Independents are growing fast— 
Purpose of the workshops is to. they've doubled their share of newspaper advertising 


‘ 1 
demonstrate to about 100 high | \ y linage in the past five years. Want all the facts? Ask 
school student representatives and | ~ our representative to show you “The New South Bend 
faculty members the latest promo- | \\ 7 > /* 


| Grocery Story” containin groc i 
tional techniques as applicable ry 5 ig 6-month a ee 


0009 tudy made by B G 
to school newspapers, yearbooks, U0Q ef7 study made by Burgoyne Grocery and Drug Index. 
community drives, athletic events, | oo / 


as | . Co 
plays and other activities. | oF, / Cc | * y, 
a / ea 


Pittsburgh Adclub Sponsors 
High School Workshops 

The first in a series of five 
workshops sponsored by the Pitts- 
burgh Advertising Club for high 
school students was held Dec. 3 at 
the William Penn Hotel. “Promot- | 
ing School Activities” was the 


THIS YEAR, BE ORIGINAL 


FC&B Promotes John Little 
John R. Little, v.p. of Foote, V/. ~~ 

Cone & Belding and an account su- — 

|pervisor in the Los Angeles office, 

has been named manager of the 

agency’s San Francisco office, suc- 

ceeding Ford Sibley, who has been 


: transferred to the New York office ~ 
YULE SsYMBOL—G. F. Heublein &|in an executive capacity. Mr. Little 


Bros. is running 1,000-line ads in| joined FC&B in 1942. 
dailies in 15 markets, using peli- 
cans, kangaroos and ostriches to 
promote its offer of decanters with 
its bottled cocktails and cordials. 
Lawrence C. Gumbinner Advertis- 
ing Agency has the account. 


Soulh Mend 


BEUGLEIN ES 


PY 
The South Bend, ind. Market: 


* Cri hy u nN c 7 7 Counties, 1/2 Million People 


Franklin O. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY. INC. + NATIONAL REPRESENTATIVES 


— — 


Ohio Teachers Honor 
Radio-TV Sponsors, 
‘The Forgotten Men’ 


CoLuMBus, Dec. 14—Ohio public 
school teachers think the radio-tv 
sponsor is “the forgotten man of 
{ radio and television awards” and 
have tossed him a bouquet of 
\ awards. 

The awards, given for “out- 
standing contribution to education” 


DIRECT 


) through their programs, went to vcieeee Deities i | a 
R. J. Reynolds Tobacco Co. for seins : 4 
“Camel News Caravan” with John ee ee ll 
Cameron Swayze, and Plymouth OBE Ee 
division, Chrysler Corp., for “Ply- 2. Wie tea. a 


mouth News Caravan” as out- 
standing adult tv programs, and to 
American Chicle Co. and Mutual 
of Omaha for “Zoo Parade” as the 
outstanding children’s tv show. 
Ohio Bell Telephone Co. got the 
award for the outstanding chil- 
dren’s radio program, “The Ohio 
Story,” and National Broadcasting 
Co.’s “Meet the Press” was given 
pt ee ree eee Behind every brilliant sales success in the Pacific Northwest farm mar- 

: ket, you'll find a real reason. No magic wands. Just the dynamic sales 
power of home-state Pacific Northwest Farm Quad magazines. 


TO MAXIMUM 
FARM SALES 


in the billion dollar Farm Market of WASHINGTON, OREGON, IDAHO AND UTAH 


FARM LIVING STANDARDS HIGH 
IN THE PACIFIC NORTHWEST 


® The awards were announced at 


a 


the opening session of the annual 
meeting of the Ohio Education 
Assn., a professional organization 
of 45,000 teachers and school ad- 
ministrators. 

Betty Stautzenberger, Toledo 
teacher and chairman of the 
awards committee, told the 700 
delegates to the meeting, “We are 
quick to single out the sponsor 
for criticism when he is associated 
with an inferior program, but 
when everything goes smoothly— 
even unusually well—we merely 
tolerate him. 

“The sponsor is like good old 
dad at Christmas time. He gets out 
that checkbook and writes and 
writes. If he is lucky, maybe there 
will be a necktie or two for him 
tucked far back under the Christ- 
mas tree.” 


Knollin Promotes Three 


Knollin Advertising Agency, San 
Francisco, has promoted three staff 
members. Robert H. Knollin, son 
of the founder, has been advanced 
from assistant manager to general 
manager; Richard L. Tevis, for- 
merly an account executive, has 
been named manager of client 
service, supervising all creative 
work, and Sigurd Mortenson has 
been promoted from art director 
to manager of art and production. 
James C. Knollin, founder and 
owner, will continue active in 
client service and creative work 
and in an advisory capacity. 


By serving the best interests of local, diversified state farming with 
local, diversified state farm news and information, THE WASHINGTON 
FARMER, THE OREGON FARMER, THE IDAHO FARMER and THE 
UTAH FARMER have, for more than a half-century, led advertisers on 
the direct path to maximum farm sales. 


What’s more, they accomplish this efficiently in one of America’s 
richest, most versatile farm markets: the billion dollar farm market of 
Washington, Oregon, Idaho and Utah, where farms produce an average 
of 37 major farm commodities per state compared with an average of 28 
for the other 44 states... ond where farms, by matching volatile farm 
prices with their versatile production, consistently earn more than the U. S. 
average — $3,680,251,250 MORE during the past 10 years! 


Make sure your product is led to the forefront of this big-buying farm 
market with Farm Quad magazines. By winning the trust and guidance 
of the Pacific Northwest’s 194,107 farms . . . and unequaled coverage, with 
a combined circulation of well over 
190,000 . . . Farm Quad provides the 
LOCAL TOUCH that sends the maxi- 
mum number of farm buyers on a 
straight line from the selling points 
of your advertising — to your prod- 
uct’s point-of-sale! 


THE BILLION DOLLAR 
FARM QUAD MARKET 


COMPARED WITH NATIONAL AVERAGES 


41% more farms have telephones 
17% more farms have electricity 
23% more farms have automobiles 
23% more farms have electric washers 


133% more farms have electric water heaters 


61% more farms have milking machines 
13% more farms have grain combines 
29% more farms have tractors 

51% more farms have motor trucks 


Source: 1950 Census of Agriculture 


Selling Petroleum Products, Automotive or Farm 
Equipment, Automotive Accessories, or Electric 
Appliances? Write Advertising Manager for sales- 
building booklet today. 


ADVERTISING REPRESENTATIVES 
Western Associated Farm Papers, Chicago, New York, San Francisco 


GENERAL OFFICES: Spokane, Washington 
STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 
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Champion-size audiences have been flocking to the biggest sports 
events of the season on the No. 1 sports network, NBC Television. 


The Saturday schedule of the national NUAA football games, seen ex- 
clusively on NBC, averaged 20 million viewers. The World Series, in 
color and black-and-white, averaged 26 million viewers for each week- 
day game and 52 million viewers for the Sunday game. 


Just as it scooped the industry with its coverage of the Landy-Ban- 
nister “miracle mile” in 1954, NBC has had exclusive coverage of the 
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really big 1955 events: the National Open Golf Tournament, the Davis 
Cup and National Open Tennis matches. And every Friday night, 
championship boxing takes the spotlight, as it has for the last half- 
dozen years, on the Gillette Cavalcade of Sports. 


Big events are ahead, too, for the remainder of the season. The Chrysler 
Corporation has just bought sponsorship of the East-West Shriners’ 
football game on December 31st. And there is still room for sponsors 
of an outstanding series which NBC cameras alone will cover: 


13 action-packed PROFESSIONAL BASKETBALL GAMES, includ- 
ing three championship play-offs. The greatest players in basketball... 
games spaced over three months of commercial impact . . . in the Sat- 
urday afternoon period that has built a tremendous audience of sports 
fans through NBC’s exclusive NCAA football coverage. One-fourth of 
this basketball series is already sponsored by The Mennen Company. 


Are you too a fan of high-scoring advertising? Call your NBC Repre- 


sentative today. alee 
y ‘ television... 
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diversified industries 
ndance of natural resources 


er Test Market features 


the evansville — : 


Press | 


The New STANDARD METROPOLITAN AREA 
. . . of EVANSVILLE, INDIANA _ 


OVER 200,000 POPULATION 


On October 19, 1955 Henderson County, Kentucky was 
officially included in the Evansville Standard Metropolitan 
Area according to the U.S. Bureau of the Budget, Statis- 
tical Standards Division. This places the area among the 
first 100 Metropolitan Areas in the United States. 


the evanevilie. ; 


Courier 


TOTAL 16 county market... nearly 2 mil- 
lion population. Courier and Press circulation 


: a daily, 8 out of every 10 families — Sunday, 2 out 
idee of 3. 


An Excellent Test Market too! 
@ Isolated but readily accessible 


@ Representative in size 
@ Has man 
@ Has ana 
@ Has a representative, stable economy 
@ Many 


Represented Nationally by: General Adv. Dept. 
— Scripps Howard Newspapers 


age 


Fat. o> goer pcaestguinliry-+-aphlewinie Sas 


Advertising Age, December 19, 1955 


Old D. C. Statute 
Perils Premiums, 


Coupons, Boxtops 


(Continued from Page 1) 
stamp plans which was adopted at 
the same time was subsequently 
repealed, but the district ordinance 
was overlooked. ; 

With Mr. Margolius at the con- 
ference with district officials were 
Charles S. Murphy and H. Graham 
Morison, attorneys for the Pre- 
mium Advertising Assn. Mr. Mor- 
‘ison told AA he is convinced that 
vigorous enforcement of this law 
| might force distributors of cereals, 
_cigarets and other products to re- 
| package their products in order to 
| eliminate offers of merchandise 
which might be considered to vio- 
late the district’s anti-gift law. 


| ® Under the old ordinance, it be- 


) 


This woman tells us 
every time she buys your product! 


(_] She tells us when she started buying it [|] What price she paid 


[_] Who in her family uses it [|] From what competitor she switched 


[-] What similar product she buys if she is not your customer 
[_] What income group the family is in 


5,500 American families—the J. 
Walter Thompson Consumer Panel 
—actually write down each day’s 
purchases as they make them in your 
product field. 


Then, at the end of each month, 
they send this day-by-day purchase 
record to us. 


These Consumer Panel families 


are an accurately proportioned sam- 
ple of the entire population. 

Hence, the picture you get of 
their buying habits is truly repre- 
sentative of the buying habits of the 
whole country. 

The Consumer Panel is not a one- 
time survey. It provides you with a 
continuing, up-to-date picture of your 


a 


5,500 American families keep 
this daily purchase record for 


us 


on products ranging from 


toothpaste to automobiles 


market. Month after month, it gives 
you intimate knowledge of who buys 
or fails to buy your products. 


The whole year’s cost of this serv- 
ice to J. Walter Thompson Company 
clients who subscribe to the Panel 
is often less than the cost of a one- 
time survey of comparable national 
coverage. 

If you want to know more about 
this instrument for sales planning— 
how it has been used to find and win 
new markets—spot trends at their 
beginnings—analyze the effective- 
ness of special sales and offers— 
write today to Dept. A.P.-12. 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., Miami, 
Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao Paulo, 
Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port Elizabeth, 
Cape Town, Nairobi, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 


comes a crime for any vendor of 
real estate, merchandise, or admis- 
sion tickets to offer any kind of gift 
as an inducement to customers. 
While the constitutionality of the 
law has never been tested, there 
have been several court decisions 
holding that it applies to premium 
plans used to promote well-known 
products. 

In one case the court said the 
law banned from the District of 
Columbia an offer by Mother’s 
Oats giving prizes to all who ob- 
tained the letters ‘“‘M-O-T-H-E-R” 
from Mother’s Oats packages. In 
another case the court said the law 
banned the old green trading stamp 
plan which was being used by a 
prominent local department store. 

While all the cases date back to 
the turn of the century, Mr. West 
confirmed that a local food chain 
decided to drop the distribution of 
food stamps here a few days ago 
after he raised the issue. 


® He said his office has no desire 
to enter into active enforcement of 
the law, but that it is required to 
act on complaints of law violations 
when it receives them. 

Mr. Margolius told the district 
commissioners that one of the prin- 
cipal results of the recent enforce- 
ment of the law is to drive grocery 
business out of the District of 
Columbia to the nearby Maryland 
and Virginia suburbs. Several 
chains are already offering gift 
stamp plans in the suburban area. 

Food Fair distributes S&H green 
stamps at eight stores in the sub- 
urbs. Its newspaper ads explain, 
“S&H stamps are available only in 
Maryland and Virginia Food Fair 
supermarkets because district or- 
dinances prohibit distribution of 
any trading stamps in the District 
of Columbia.” 


® A second chain, Food Town, 
gives “bonus stamps” at all 19 of 
its stores. However, its newspaper 
ads state, “Due to local law, our 
District of Columbia stores may 
not give away premiums. 

“However, we make a special of- 
fer to our district customers who 
may purchase premiums for 25¢ 
plus the required number of 
stamps.” Premiums available for 
25¢ plus stamps include such costly 
items as eight-cup electric perco- 
lators, chicken fryers and cutlery. 

A third food organization, Food 
Lane, gives premiums in return 
for $39 worth of green register 
tapes. However, it operates only in 
Maryland suburban areas. 

Corporation Counsel West said 
he has the impression that “two- 
for-one” premium offers probably 
do not come under the law and that 
many kinds of premium arrange- 
ments, particularly those where 
the store itself distributes the mer- 
chandise, may also be within the 
law. 

He said the three district com- 
missioners will decide for them- 
selves whether they wish to sup- 
port the request for repeal of the 
old law. 


# Mr. Morison told ADVERTISING 
AcE that rulings by the corporation 
counsel’s office would still leave 
the way open to litigation over the 
application of the old law to spe- 
cific premium arrangements. 

He said the only satisfactory 
solution is to repeal the law entire- 
ly. It is, he said, “an economic 
anachronism,” which was designed 
to meet a set of conditions which 
do not apply today, when there are 
specific statutes against fraud, lot- 
teries and other undesirable prac- 
tices. 


Dubin to Chesebrough-Pond's 
Chesebrough-Pond’s Inc., New 
York, has named Warren B. Dubin, 
formerly an accounte~ itive with 
Biow-Beirn-Toigo, i.e c-handising 
manager for Pond’s cosmetic prod- 
ucts. He succeeds E. C. Saint, who 
is now sales manager of Kiwi 


Polish Co. 
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it can convince... 


with roaring power! 


Copyright 1954, General Foods Corp 


It can persuade... 


with entertaining gaiety! 


Copyright 1955, General Foods Corp. 


It can convert, compel, compare, educate, enlighten, excite, instruct, 


inspire, intrigue, push, promise, promote, switch, support, sell... 
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The magazine is the 


most spectacular 
- of all media! 
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DRAMA ... FOR SMIRNOFF VODKA... BY LAWRENCE GUMBINNER 


How spectacular depends solely on you, yourself, and how well 1 


you use it. 


The magazine publisher deals in constants, not variables. He i 
a provides an authenticated audience, an editorial content to a known 
‘When Imm eating JeltO standard, valid research on readership and trafhec. 
I wish I were a lion , q 
tice These known values you do not spend a single penny of your pre- ) 
roar for more of ° : 
oop fonaiie denaewt cious budget to create. This means a full one hundred cents of each 
(chit©, of course! ) 


of your magazine dollars is devoted to creating a favorable reaction 


from an audience that has bought its tickets, and is already in 


Now’ the time for JELLO its seats. 


———— 


It is you, the advertiser, who controls the variables . . . by what 


> ~ you say, and how you say it. When you do this as inspiredly as the 


> - 


ices haviie people on these pages, you have the most spectacular of all media 


HUMOR... FOR GENERAL FOODS . BY YOUNG & RUBICAM moving goods for you. 


cetacean m_— =| sseesiiiiitiinal a 
STEUBEN GLASS. RED TAP a 
710 FOPTH AVENUE © NEW TORR ION with mus in MAX Factor’s Cotor fax Lipstick 


: winding through he whole BD ot... nent 
Gowmaty ettretee Wor 0 
CRAFTSMANSHIP . .. FOR STEUBEN GLASS .. 8Y OGILVY, BENSON & MATHER atten a. feed et meaty Bad Tow 
eat Ret everyone cemtt lon 
Oe be tented ap oo OF 1 phe ee 


the only somemenr type lipesck with mayor hustre 


EXCITEMENT . FOR MAK FACTO? SY DOYLE, DANE, BERNBACH 
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THE FORWARD LOOK 
It strikes a spark in the heart of America ! 
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ee CORPORATION 


Red tee pemgrmenh eye ee et ees eet he \< waves . PLYMOUTH, DODGE. OF SOTO, CHRYSLER. mrEmaAL The newest new core of the year! 
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FRESHNESS. . FOR EQUITABLE LIFE BY KENYON & ECKHAROT 


Falling in love again - 


with old San Juan 


Puero Rico s enchanting cap- oe oe er 
on presace And the Carmen tah toe emg be 

ital has been called “the most (0 guint 

romantic city west of Verona” Rimes egret Non gene ap oman every 
eee 

Built before Shakespeare was ee 
Net on Cage Cad 

bom, « & now the mene of a on ah ones dene 

cultural and economia romans they ee meine cart ot ohare prwwens Wathen caghe ot 
eee (ram Memes es ete of ew Gece emmy 

sance that ts making « the ee 

show place of the « : wher deumans ten A ter emma ts 


5 ering me he teen! 


One ateceey par 4 teat comemmmane Phe at arm 


SW ever ee loan tremthy ant chem as had Son 
tame, eee rw kd mr fromm Mame A te ol 

eovemmee ns 
PLATO = ~~ = moo Prprel qemepene. st te yom srvund. Cast 
a agen gree rte cin nae dey berwemy oman 
Sogn OSD CeO Sawe ome oe em Ban 88 ls em. ek 


Ne ee me eee me 
—_som ~ 
ee ree ee Se en eR oe 


Om eS a 8S 


et eee emma Mle me 0 CONTAINER COMPORATION OF AmeniCa (4 


ENCHANTMENT - FOR PUERTO RICO BY OGILVY, BENSON 4& MATHER 


; } STATESMANSHIP . FOR CONTAINER CORP BY N. W. AYER 


ee 


Ce 


Ue 


BS Ea ok Ss Ba en IE ie ea ’ . 
PRONE SSeS a 7 é cs 
. swt ais : co : j i 4 . 
ie sii , . —" i j } } j ¢ ne a » 7 Ss 7, ry x ‘ . ~ tt: E> i ; 4 ‘ . . i} SL og . a ef, a ee 
— . Team: 
ia eupe 
Fa 7 - ao 
i 
i 
|) cabs 
+ My s ’ 
he. f 
! ti 
| i 
’ 
a L 
ly 
: 
1 eee 
a « 
-— f er 
| : 
' 7 2 
; Y PC “4 
J 
a : i i 
os vl) . : 
- i A |  dlieet —s 
ff \\ is %. ’ 
pe : % sy - ; c : 
’ = + "4 
i al ae P ‘: a Cae . ha ae 
— : ie aaa, — yu a Las) ; Bs 5 , 
as mn : 25 - i : } ‘ : » ; - a 7 aes 4 
. as BS te . ga eee 23 
. ‘ # ; ie 3 x ; ‘ , fie: 4 pean nas nn 
=o ~ Re ' et ‘i span " - 
a * re 4% a Re s x " : i id 
a i : an rs . : ‘ 
| = SSeS | > - 
iy a i _s ‘ 
| > THE FORWARD LOOK . : 
7 ea) 4 
; id 3 = tf s 3 s 
. " ’ ae rn Shige note - 2 <5 
; ; BE. gee He: Geli isp ing 65 ea . ae re ate ; aie <i <i 
4 par | oe aii= — ae ae = ‘ Ba ties. rs 
— ~ a < ae ee oe fs 
-: oe ee pete S, i. ee i 
P . = = - : s si 
a = - Neds pt " is 
e ’ ». ae ak baa i : 
: im | . ——— " Chee: ——— re ; 
= a er ” 7 s . ” 
. == meager ~ A rookie warms up with a“Coffee-break " 
; ~ aoe 3S ee ee sie. | — te eter tr 
Dae , = = - ee ee ee ee 
, - "a -— tS ° 4 ee are Randers alee Manmere) for erery cap Clee 
a — Fo 
; ; ye ; ee 
tg . ] a's j iF, a gris Fi —} 
. ‘ : a! iy 7 ——_ hy ee 
: Ons 
¥ * t : . — ‘e 
; Bt Se ty a " & Ks 
Ee oy ee pg a 7 : — a OS 
gs a a Be eee y f 4 ee in ~ oy 
; oom nenere —_— -.< SEE ae ae «ae 
e VI — _ - . —~ - oe ree ? 
F 4 : 
; itable’s Living | has brightened the picture for he 
&§ How Equitable’s Living Insurance has brightened the picture for homeowners 
r} Bad © Ge os dare. Os creme woes of » eeerengd —rT + that tall the ermine eT ; 
fee at aan we be be art — ad ds ond oo: « = ; 
‘ [ Whe bas tt on as 
| Se | 
Seo nT 
yn | I] ABI E 
* : ee eet ‘ i 4 r 
+ wwwems eee =k ew ore m: 
) The et of en 6 pte eS 
" | Vapors om ahmnge 
» : i a 
\ 
| 
— a 
i} ’ 
— , 
Le ae 3 
of 
i), 
— ; 
e ; Re 
» * oi - . 
ais 2 Te ee BE ; 
iia Creat. ; ie ; 
uA = ve “ a sk a! et ve 
€.9- | : 
ale Genes _ 
N 4 J ES 
‘= bee 
| it io Se e 
% - . = oe sf So : a; Be ’ = 
, : — ‘ si 
hh a ae mt 
<a. ~ 
} ” — & d : P 
| Weg sy ’ } : 
wr os y a“ 
| mo age , TT : 
: ° is ~ het: Ree 4 ~ up tetimatme 
) i. + Sc ae em Cari: SSS 
of ' Se, ae a ' ate Seapan et hie a er ee en ny Sn 
j e ca Se SRR A peep eee in cunt RAR theme ed ewe Seceernee A ew emt 
‘ - # 7 ee ee. = ° “ - SNe eet terre ore « seth ere 
tt — Ck oe iia abe a ie Tame. 4 sepaninnant ‘ 
tT a 
re & 
q ? —” | 3 eo . ; 
a ele 3 = Z i eo > £ 
; (a (0 ens A, 60D OD nee WO a EP Oe Oo E = i ry 
' Ee p ame re - ie 
ee Nee = 
tt 
) s 
% 
| a 
4 = 
{ 
: - 
i 
i 
ee 
{ 
i 
7 ’ 
‘ 
: 
7 
; 5 ‘ ‘ . . ees ee bey : . , Rowe es 
ac, ft o* g Se ee ee . ns arpa rer BAS ie ae ld yada Ses tes, ne A ape ae : Bie ie Sart Re TSP yes gh Ce nS tee ee Se WT on ST ACT Sia eI aBehgh 2 Sag | Wee San at ae ian eo, ea pane ace a de tee es 
= os Cet BEN ee a eI ee. bees ah abo aa 3 Be A gad eka Se oieeed ER we FO EN Go ede Vee te kn ee ee Re Ta ra Ree ee ee a oe a Pe alBT Ye I cae) EF Le dy AE ee Se ager carn Td So ak aimee IE Me ae a ie ee ie We heer. hes oe oallintie 
NK AG, Bw Oe OI hi ees NEE «Lak att peg ei ar ak! Be ee ore PERO h AD. Leo a Re ea Ne ETS aS) OSS ae eee Wi BATA oA eR 3 rae Lk bo seat Sy ee RE ae Re De aL eS, eS WE) Sa nea a 5 ae SS FP Pee ey Ge AS IS Feet One a 
eee eae beth erg) A FEE bn phe Rs 4 SPL Feet : oY epee BF OS Were Pe: * Se aah D Eee Sy Mies ee 43: ape y he Pee ee har e. a aves. Fee tes Sar a tee Boge Sen pre an, ale ae es ag ea aL Chee tae i a oe Seach 
Pe leer et. i ee ee ae 2 a Se ke mei A. Eee acs 5 at Sake Gat Slaven i ie ANS St a 7 er ele ae 2 we ae PS EE Re oe a ss “es HOP yo oe. ©. Si Pie he Re Stee Nai, Ue MORE nein OF ere: SLM TEED Whe hat oe tee Peek ao ® fo ty Pak ee ae 4 ore. aS <3 yO 
AMER BT 558 er Asa cae te pees ie ST, ELE RO te a parapet hee gee aety S* eS Ea ag Sag AS. oe ap os ean ae, Che: kes + 5) g7 js ee ae i Ne, oe, Te FOL i eae kane aki Sesion ere. ae 
ie, At eRe o BOK fe Sg om Mg PP os ve 3 Sd egea tgs Tease ; RY AREEG ge ate Ba sale. Loe oss ie eee as ies es rr rd ~ ne eae 5 Nie ‘# Bsc: AS x ag ee fa aed 3 i age re Steg ies amis ei - RT See Oe RY Fe ps te di 
fe a ee RE ee eee eae ee ea Uy Sr, t,o ee ops te oe MRE Ne eg PO Paap FY TR Lal eee Rote S ea a eee Sees eae er. ee ares eo ee ea ae. Se beats a, tye ae eye y's 46) Dig Be, ae eens ete Fee ge te & a ei ee ae foe g 38 ke eee 
Liat Rg ec ies DAT ig ove a aie a. Ti eet ee CIE Be oe Mees ty ty Raheek oA Ses Cade Ae oe ini Dh ae eH cce, PeRc NES PR Nets oleae io 5 ae LS eS ee BN ae Ty Sf RI Pe eee Rae” oS, oa ii Miele oe Faed, i wy at eee Se RR eo ae ra ee 
i ee eee Bae, et a pe) ee Se en Seg re heh cece 2 fig en aee ety Minggi a Penman ah Ja 7? Amer ee iy 5 a ie OO Fann PM rie tS! oo Tet Ri pert ae ey OLS Sah! 7 ah REN temas Oe Sh em tre AP's RS Aen at, See oY ah ESTE Ye Dlr RRS FM 2 


5 ake ea . eae mahi SE este Satie Bs atc - s ree 
Be 8 ON UR? Se COE at eae ober 
s is 4 - i 5 | « =" ‘ > < - ' 4 *s } is 1 . j4 psa - 2 ee ee jcaonintinoees " TER be ae 


sees | . 9 -j j U / ak» 
re 


Oe 


eo 


ie . 4l i ]| D) ' 
a Take one sheet of oO . ur | OG | UG | : 


) | )6) | AlG7 | AO) | 

Zz. | | Sra | A2L// | LEYS II 

white paper, a heaping IZ | © | SO |4r/ | GE | 
mind-full of imagination, Le er eT 


stir well with printing ink... ot 4 in el 


The recipe for magazine advertising suc- 
cess is no more involved than that. Every 
ad-creator starts by staring at a blank sheet 
of paper ... a potentially costly sheet of 
paper, whose price may be as much as $200 
per square inch... 

But. never forget this . . . it is advertis- 
ing’s most potentially profitable area... 
the space where writer and artist have 
complete freedom and maximum control 
of expression ... their show entirely. 

The end results . . . as happy as the se- 
lected samples on these pages . . . depends 
on impeccable follow-through . . . typogra- 
pher. engraver, electrotyper ... and, finally, 
a printing craftsman with the same kind of 
blood in his veins as the ad creators. 

These sentiments just about sum up what 
we of Fawcett-Dearing are doing here in 
Louisville. We print many of America’s 
leading magazines in one of the finest 
wf equipped plants in the country. And, in 
case you re interested, currently we have 
room to print at least one more. 
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SEDUCTION FOR WARNER BROS By C. J. LA ROCHE 
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SOPHISTICATION FOR DE BEERS DIAMONDS BY N. W. AYER 
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GRACIOUSNESS .. FOR SCHWEPPES... BY OGILVY, BENSON & MATHER 


WARMTH... FOR AMERICAN AIRLINES... BY LENNEN & NEWEL' 
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awcett-Dearing PRINTING COMPANY, LOUISVILLE, KENTUCKY 


67 West 44th Street. New York 36. New York ¢ 612 N. Michigan Avenue. Chicago 11, Illinois 


A MEMBER OF “THE FAWCETT FAMILY... PRODUCING A MILLION MAGAZINES A DAY 
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HERBERT F. THOMSON has been ap- 
pointed v.p. in charge of creative 
planning and agency services of 
Mitchell WerBell Advertising, At- 
lanta. He formerly was with Fuller 
& Smith & Ross, McCann-Erickson 
and Batten, Barton, Durstine & Os- 
born. 


Lewis & Martin 
Reports Its Film 
Volume Is Up 60% 


Cuicaco, Dec. 13—A 60% in- 
crease in dollar volume from its tv 
film division in the past 12 months 
was reported at a shareholders 
meeting of Lewis & Martin Films, 
Chicago motion picture studio. The 
company also reported increases 
in theater trailer ads and in ani- 
mation of tv commercials. 

According to Herschell Lewis, 
general manager of Lewis & Mar- 
tin, the past year also has seen | 
a marked increase in the number 
of slide-films and industrial films 
produced by the company. 

Mr. Lewis also noted the grow- 
ing production of films for Latin 
American markets, some with both 
English and Spanish sound-tracks. 
“One we are producing now,” he 
said, “is being made in Spanish, 
with a French accent, for a per- 
fume manufacturer.” 

Martin Schmidhofer, president, 
told the shareholders that the com- 
pany’s move to its own building, 
at 1431 N. Wells St., has speeded 
production. 


® The swing toward animation in 
tv commercials was emphasized 
by Mr. Schmidhofer: 

“Three years ago animation ac- 
counted for about 10% of our tv 
volume,” he said. “Today the fig- 
ure is closer to 40%.” Lewis & 
Martin is producing the bulk of 
its animation in color, enabling the 
same artwork to serve in both tv 
and theater trailers. 

Lou Kravitz, sales manager of 
Lewis & Martin, reported a revived 
interest on the part of advertisers 
in films for theater advertising. 


Institute Expands 1956 
Glass Promotion Plans 

Glass Container Manufacturers 
Institute, New York, plans a $1,- 
000,000-plus campaign to promote 
increased use of glass containers. 
Advertising plans call for four- 
color page ads to appear from 
February through December in 
Family Circle, Good Housekeeping, 
Ladies’ Home Journal, McCall’s 
and Woman’s Day. 

Additional advertising will ap- 
pear in trade publications and in 
the labor press, and an educational 
film strip is planned for use in 
high schools. Trade publicity and 
special promotional materials will 
be designed to keep retail outlets 
informed on GCMI activities. Ken- 
yon & Eckhardt, New York, is the 
agency. 


Phillips-Jones Boosts Mohr 
Robert J. Mohr has been pro- 
moted to director of advertising 
and sales promotion of Phillips- 
Jones Corp., maker of Van Heusen 
shirts and other men’s wear items. 
Mr. Mohr, who has been general 
advertising manager since 1953, 


Ad Fraternity Elects Scargle 

W. R. Scargle, advertising man- 
ager of Illinois Bell Telephone Co., 
nae been elected president of Pi 
| Alpha Mu, publishing, advertising 
and management fraternity. He 
succeeds Dr. Charles L. Allen, as- 
sistant dean and director of re- 
search of Medill school of journal- 
ism, Northwestern University, who 
was named executive secretary. 
Other new officers are Charles Dil- 
day, advertising manager of the 
Evening News, Kenosha, Wis., 1st 
v.p.; Kenneth Hayden, general 
manager, John Marshall Ziv Co., 
Chicago, treasurer, and James P. 
Murphy, Iowa State University, 
national secretary. 


Brownell Joins Morey, Humm 
A. W. Brownell II, formerly v.p. 
of James Thomas Chirurg Co., has | 
joined Morey, Humm & Johnstone, 
New York, as v.p. and account su- 
pervisor. Before his association! 
with Chirurg, Mr. Brownell was) 
with the McGraw-Hill Publishing 
Co. / 


heavy-duty 
SALES-starter 
in the Billion 
Dollar Toy Market 


- ++ plus all these Merchandising Aids to help 
you get a bigger SALES-shere of this market! 


® CHILD POPULATION of AMERICA Analysis of 
a Toy Buying Power) : . 


© 98-page booklet, ee 
DISING of TOYS 3 


_ wholesalers, chains cee 
dh = nants than 400 FACTORY REPRESENTA- 
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© Complete src mel serif al imperton 
toy outlets as 


“ea & OH hh 6a et 


@ ANNUAL BUYERS’ GUIDE Fi : 
Note: available only to manufacturers and esontin 


WRITE OR CONTACT NEAREST SALES REPRESENTATIVE 
FOR FURTHER INFORMATION. 


TOYS and NOVELTIES.  « saise pusticerio 


1405 MERCHANDISE MART, CHICAGO 54, ILLINOIS 
New York, Boston, Pittsburgh, St. Louis, Los Angeles, 
Dallas, Atlanta, Kansas City 
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joined the company in 1949. 


TIMES-STAR 


CINCINNATI 
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LINAGE LEADERSHIP During the first 10 months, 1955, the Times- 


Star carried 2,276,851 lines of General Display Advertising . . . 226,649 more lines 
than the Evening Post and 236,179 more lines than the Morning Enquirer. 


CONTINUING GROWTH in 1955, General advertisers are continu- 


ing to place more and more linage in the Times-Star. In the first ten months, 1955, the 
Times-Star has registered a gain of 151,346 lines . . . stretching its already commanding 


lead over the Evening Post by an additional 28,788 lines. 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
FLORIDA REPRESENTATIVE: HAL HERMAN, MIAMI! BEACH 
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Teletiim Names Tabakin 


Bernard Tabakin, formerly a 
West Coast salesman for National 
Telefilm Associates, New York, has 
been named director of national 


, sales for the vidfilm syndicator. Cy 
|Kaplan, a member of the sales 
staff, was appointed eastern direc- 
tor of the new national sales divi- 
| sion. 


Well known... 
Really appreciated... 


HENNESSY 


THE WORLD'S PREFERRED 


COGNAC BRANDY 


84 PROOF 


¢ Schieffelin & Co., New York 
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Advertising Age, December 19, 1955 


Business Paper Success Story... 


Norden-Ketay Ads Dramatize Uses of 
Precision Components in War, Peace 


New York, Dec. 13—Norden- 
Ketay Corp., which produces a 
wide line of electro-mechanical 
precision instruments, is doing an 
aggressive advertising job in tell- 
ing the industries which can use 
these instruments all about them. 
The president of the company is 
Morris Ketay, and the account is 
handled by Hicks & Greist, with 
C. W. Alexander as account execu- 
tive. Kenneth A. Hamilton has 
general supervision over this as 


well as the agency’s other business- 


industrial accounts. 

Mr. Ketay, an electrical engineer, 
formerly was with Bendix Avia- 
tion. In 1938 he was its director of 
engineering and sales in the marine 
division. He handled the company’s 


Woe 3a) a a ee 


program for the development of 
new types of miniaturized preci- 
sion instruments for use in World 
War II. 

Thereafter, with three associates 
he organized his own company, the 
Ketay Mfg. Corp., which in the 
past few years has expanded 
sharply, with a broad consolidation 
and diversification program in the 
specialized field of miniaturization. 


® The range of the company’s op- 
erating divisions and subsidiaries, 
plus a limited list of its products, 
indicates the complexity of the ad- 
vertising problem confronting the 
organization. 

Norden-Ketay divisions are: the 
Norden Laboratories, White Plains, 
N.Y.; Precision Components divi- 
sion, New York City and Commack, 
N.Y.; the Western division, Gar- 
dena, Cal.; and the Instrument & 
Systems division, Milford, Conn. 
Subsidiaries: the Frohman Mfg. 
Co., Miami, Fla.; the Nuclear 
Science & Engineering Corp., Pitts- 
burgh; Vari-Ohm Corp., Amity- 
ville, N.Y.; Scientific Specialties 
Corp., Boston, and Ketay Ltd., in 
Great Britain. 

As an index to the variety of the 
corporation’s production in its 
ichosen field, Vari-Ohm is a de- 
|signer of potentiometers, which are 
essential to electronic computers. 
Scientific Specialties is a designer 
and manufacturer of precision lab- 
oratory and testing instruments. 

The Frohman organization is a 
producer of high-speed shafts for 


/ |aircraft, along with precision gears 


=> |and gear assemblies. 


agora Days G Ways reaches 93% 


of Metropolitan Phoenix homes - 
1 out of every 2 Arizona households. 


Now printed in brilliant color rotogravure, the all-new ARIZONA DAYS 


& WAYS gives saturation coverage in one of America’s fastest-growing 


markets. Locally-edited Sunday magazine of The Arizona Republic, it 


brings Arizonans the news and features they look forward to week after 


week .. . gives advertisers lasting impact insertion after insertion. 


NOW IN 


Colon 


ROTOGRAVURE 


Represented 
Nationally by 
Kelly-Smith Co 


THE PHOENI 


Plan your schedules now to include 
ARIZONA DAYS & WAYS. Write, wire or 
Phone for rates and complete information. 


Member of Metropolitan Sunday Magazine Group 


X REPUBLIC AND GAZETTE 


_ PHOENIX, ARIZONA | 
. 


Mr. Ketay told his stockholders 
not long ago that he felt that the 
consolidated operation had reached 
a degree of integration which he 
had feared might take five years to 
attain. 


® A significant measure of the 
company’s rocketing growth is its 
volume of business. At the $7,000,- 
000 level only three years ago, 
when Hicks & Greist took over, it 
climbed to $10,000,000 for 1954. 
And with the current year moving 
along in high gear, the backlog of 


“SEAWOLF’—The use of Norden- 

Ketay’s synchros in the second 

atomic sub was featured in this ad 

which appeared in Aviation Age, 

Aviation Week, Electronic Design, 

Electronics, and Scientific Amer- 
ican. 


orders is more than $20,000,000. 

“In a way our industry is one in 
which often everybody is poten- 
tially a competitor, a customer and 
a supplier of everybody else,” says 
Justin Oppenheim, N-K advertis- 
ing and public relations manager. 

“On the other hand, in order to 
grow with the industry, a strong 
advertising campaign to the right 
producing and technical groups is 
necessary, to keep all possible pur- 
chasing, engineering and manufac- 
turing interests informed of what 
we are doing. This is what the 
character of the industry demands, 
and our company’s rapid growth is 
based on this kind of policy.” 

“We have made it a two-pronged 
campaign,” Mr. Hamilton explain- 
ed to AA. “We have tried to dram- 
atize what the company makes, 
showing items applicable to the 
needs of the producers in the var- 
ious sections of the field, with spe- 
cifications and characteristics indi- 
cated. 


a “The company being basically 
an engineering corporation—help- 
ing producers to solve many of the 
new and difficult problems in the 
field—our institutional advertising 
has been rather striking. We have 
tried to couple the general idea, in 
a good deal of the copy, with spe- 
cific examples. 

“The scope of the line as a whole 


is indicated by the fact that in 1954 


uw 


Join leading agency men 
everywhere who send or 
bring their film problems 
south to Miami's fabulous 
REELA FILMS. 


WITH THE 


At REELA you'll benefit 
from new-as-tomorrow 
equipment . . . the latest 
Oxberry animation stand— 
complete printing and pro- 
cessing laboratories...two 
huge air-conditioned stu- 
dios, closed circuit view- 
ing, etc. . . . all on one lot 


to give you swift, one stop 
service. 


And at REELA, prices are 
but a fraction of what pro- 
ducers elsewhere demand. 


At REELA, you'll benefit from 
services of a highly skilled 
permanent staff of the na- 
tion’s top craftsmen in the 
motion picture, theatre and 
television fields... who blend 
their skills to give you top 
quality commercials. 


TODAY, WRITE, WIRE or 
PHONE for sample reel and 
complete details. 


REELA FILMS 


INC. 


AFFILIATE - WOMETCO 
THEATRES - WTVJ Inc. 


17 N. W. THIRD STREET 


MIAMI, FLORIDA 


Phones FR 4-2108-FR 4-6262 
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we ran a four-page insert whose || 
inside spread carried a list of the|| 
of some of the) 


‘characteristics’ 
units in mass production—servo- 
motors, synchro receivers, and 
transmitters, synchro transformers 
and resolvers and other items.” 

The limited list of Norden-Ketay 
products includes synchros, servo- 
motors, digital converters, 
generators, resolvers, magnetic 
amplifiers, gear trains, Vari-Ohm 
potentiometers, navigational sys- 
tems, fire-control systems, servo- 
mechanisms, airborne instruments, 
bomb-director systems, communi- 
cations equipment, computers, and 
pressure gages. 


® Some of the items indicate the 
fact that they were of wartime 
origin, as in fact was much of the 
entire operation. However, while 
in this respect World War II, like 
most of its predecessors, gave cer- 
tain scientific and engineering de- 
velopments an enormous push, this 
does not mean that the company’s 
present expanded line is designed 
chiefly for military use. 

“On the contrary,” said Mr. Op- 
penheim, “the company actually is 
trying to emphasize the industrial 
market. It is one of the numerous 
organizations whose operations 
were admittedly greatly stepped up 
by war requirements, but which 
now are meeting the greatly ac- 
celerated pace of industrial activ- 
ity.” 

The advertising is handled with 
a separate campaign for the com- 
pany, and one for each division or 
subsidiary. This means separate 
but carefully coordinated ad pro- 
grams, which gain strength from 
each other through similarity of 
format, layout and copy. 

An example of the corporate 
copy, showing in color a submarine 
at sea, is headed with a quotation 
from the invocation at the launch- 
ing of the Seawolf July 21, 55. The 
invocation, by Lt. Cmdr. Paul F. 
Bradley, asked guidance toward 
peace, “because the awful alterna- 
tive is the end of all life.” The copy 
continues: 


® “These are the last twelve words 
of the invocation given at the 
launching of Seawolf. As the sec- 
ond nuclear-powered submarine to 
be completed within the past 20 
months, it dramatically re-affirms 
our entrance into a brand-new era! 

“In a smaller way, yt signifi- 
cantly, it also re-affirms Norden- 
Ketay’s leadership in the field of 
electronics and _ instrumentation. 
For based upon their experience, 
research facilities, and perform- 
ance in volume production, the 
precision components division of 
Norden-Ketay was chosen by Gen- 
eral Dynamics Corp., builder of 
Seawolf, to supply the synchros 
which translate electrical impulses 
into positioning data...another 
example of how Norden-Ketay 
serves most of the leaders in auto- 
matic controls ... where reliability 
counts most!” 

Examples of the dual approach 
are given in copy, where it is 
pointed out that while the synchros 
furnished by Norden-Ketay are 
“vital to jet aircraft,” they are 
used in chemical plants too. And 
Ketay “resolvers,” which are “vital 
to guided missiles,” also are ad- 
vertised as necessary in computers 
for industry. 


= “When high precision and fine 
quality are important,” says the 
copy, “look to Norden-Ketay for 
the most complete range of mass- 
produced synchros and related 
units!” 

One striking piece of copy was 
related to the part the company 
played in the production of Nike, 
the guided missile. It was illus- 
trated by a picture of the famous 
statue, “Winged Victory,” from 
which the missile took its name. 
The missile is shown flying past 
through the clouds. 

These examples will give at least 


rate | 


Advertising Age, December 19, 1955 ° : 


VALUABLE INGREDIENT—Part of Nor- 

den-Ketay’s ad campaign stresses 

the use of its synchros (which 

translate electrical impulses into 

positioning data) in Nike guided 

missiles. Hicks & Greist, New 
York, is the agency. 


some idea of how an unusual ad- 
vertising problem is being met by 
a company whose products are es- 
sentially very new to industry. 

The magazines used include the 
following, in addition to a number 
of the leading annuals and cata- 
logs: Aviation Age, Aviation Week, 
Business Week, Chemical & En- 
gineering News, Computers & Au- 
tomation, Control Engineering, De- 
sign News, Electronics, Instrument 
& Apparatus News, Instruments & 
Automation, Nucleonics, Proceed- 
ings of the IRE (Institute of Radio 
Engineers), Science, Scientific 
American, and Western Electronic 
News. 


Court Denies Latex Petition 
in Favor of Early Revlon Trial 


A petition by International La- 
tex Corp. for a temporary injunc- 
tion restraining Revlon Products 
Corp. from using the name “living” 
in its Living lipstick (AA, Oct. 31) 
has been denied in New York su- 
preme court. The court suggested 
an early trial to determine wheth- 
er or not a permanent injunction 
should be granted. 

International Latex contends 
that it has been using the word 
“living” for its Playtex girdles for 
years, and that it registered the 
name last December for the cos- 
metics field with plans to sell 
cosmetic creams under that trade- 
mark. Revlon registered Living 
lipstick this past April. 


Snyder to Launch Magazine 

Eugene E. Snyder, veteran Port- 
land newspaper man, magazine 
writer, economist and university 
lecturer, has announced plans to 
publish a new magazine, the News 
Critic, which will appear every 
other Friday featuring news and 
comment about the arts, sciences 
and political economy. Mr. Snyder 
plans to “fill the need for a publi- 
cation on a local level which will 
be concerned with contemplative 
consideration of broad issues and 
social trends.” 


Short & Co. Names Knudson 


Hal Short & Co., Portland, Ore., 
has named Marvin R. Knudson 
advertising account supervisor and 
has announced plans for an expan- 
sion of the agency. Mr. Knudson 
has been production manager of 
Richard G. Montgomery & Asso- 
ciates for eight years and previous- 
ly was with Joseph R. Gerber Co., 
both Portland agencies. 


Grant Elects Burwinkle V.P. 
Albert K. Burwinkle, an art di- 

rector at Grant Advertising, New 

York, has been elected a v.p. of the 


Ruth Hazelwood, a member of the 
public relations staff since July, 
1954, to an assistant account ex- 
ecutive. 
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For car dealers, the biggest show of 1956 comes 
up right at the beginning of the year, January 
28 to February 1 in Washington, D. C. 


the kind of buying atmosphere in which you 
want your selling messages to be received? The 
surest way to get your product before the 
decision men of the car dealer market is to put 
it where they'll see it. That’s Automotive News. 
They'll pay special attention to this really 
special issue (dated January 30). It will be 
filled with authoritative news and commentary 
they’ve come to expect from Automotive News; 
the publication they pay $8.00 a year for; the 
publication that has the highest subscription 
renewal rate in the industry, 85%. 


Here is a show that will command their close 
attention and consideration whether they are 
one of the many thousands in attendance or, 
through necessity, a stay-at-home. 


At these exhibits and during the conferences 
that accompany the event, decisions will be 
made on the questions of to buy or not to buy. 
With the car market in a booming state, there 
is heavy indication that dealers are in a mood 
to expand their service facilities, modernize 
their equipment, replace their old tools, take 
on new lines, add new services, etc. Isn’t this 


A bonus circulation of over 2,000 will be dis- 
tributed on the spot while the news is hot. 
Regular rates prevail. Closing date: January 17. t 
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PENOBSCOT BUILDING ° 
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agency. Grant also has promoted) 
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Information for Advertisers 


An attempt to 
changes in the produce marketing 
pattern is printed in a booklet, 
“Chain Store and Supermarket 
Factor in Fresh Fruit, Vegetable 
Distribution,” by The Packer, 
weekly business paper of the na- 
tional fresh fruit and vegetable 
industry published at 201 Dela- 
ware St., Kansas City 5, Mo. 


e Every year churches spend bil- 
lions of dollars on church supplies 
and equipment as well as building. 
Christian Life, a business maga- 
zine for the “conservative Protes- 
tant church market,” discloses fig- 
ures on church spending in its new 
brochure, “Churches Are Spend- 
ing Billions.” Copies are available 
from James Wm. Carmichael, di- 
rector of sales promotion, Christian 
Life, 434 S. Wabash Ave., Chicago 
5. 


e Trends in various segments of 
the big and busy rock products in- 
dustry are traced in a new bro- 
chure issued by Rock Products. 
Copies can be obtained by writing 


Orlando 
Florida 


Just the facts . . . that's all 
we give you. 

Here's what Sales Management 
says about Orlando, Florida: 

Since 1945, Orlando's Popula- 

tion is up 80% 

Buying income up 97%, 

Retail sales up 170% 

Food sales up 183% 

Merchandise sales up 116% 

Furniture, radio up 300% 

Automotive up 89°, 

Drug sales 102% 

One paper—Orlando 
Sentinel-Star — covers Orlando 
and Central Florida. 

We have three times the com- 
bined circulation of Tampa, 
Miami, Jax newspapers in these 
5 counties. 

Over 100,000 ABC 
City Zone 
Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner, Ad-Writer & Galley Boy 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


assess recent) 


John Peter Flynn, director of re- 
search and development, Rock 
Products, 79 W. Monroe St., Chi- 
cago 3. 


tense hobbyist by all standards, 
who now numbers about 100,000 
according to recent estimates, is 
statistically analyzed in Model 
Railroader’s new brochure, “The 
Model Railroad Market.” He is an- 
alyzed in terms of age, occupation, 
home life, tv viewing, income and 
what kind of railroad equipment 
he now owns. Foreseeable trends 
in the market are analyzed. Copies 
are available from the magazine 
at 1027 N. Seventh St., Milwaukee 
3. 


e A presentation detailing the use 
of gasoline and oil brands is con- 
tained in a brochure based on a 
survey by the Minneapolis Star & 
Tribune of car owners in Henne- 
pin County, “the most heavily 
populated area of the Upper Mid- 
west.” The survey is part of the 
newspaper’s “Continuing Survey 
of Minnesota Living.” Copies 
can be obtained from the news- 
paper’s national advertising de- 
partment. 


e When agencies and advertisers 
began to wonder about what per- 
centage of men and women drivers 
see outdoor posters in Los Angeles, 
Foster & Kleiser made an on-the- 
spot survey. The results are sum- 
marized in a pamphlet the compa- 
ny has put out. Some of the results: 
More women motorists are found 
in wealthy districts than in any 
other type of area; men get on the 
road earlier than women, and wo- 
men use cars over the weekends 
more than on week days. Copies of 
the survey can be had from M. 
Joseph R. Blackstock, market re- 
search supervisor, Foster & Klei- 
ser, 1550 W. Washington Blvd., 
Los Angeles 7. 


e A glimpse into the growing boat 
and outboard motor market is of- 
fered in Outdoor Life’s brochure, 
“Boating Survey.” Covered are 
present ownership of boats and 
motors and plans for buying boats 
and motors. Copies are available 


How to tell when 
Your Advertising Age 
Subscription expires. ..... 


Here’s an easy way to find out: look at the stencil imprint 
that appears on the mailing wrapper in which your copy of 


Advertising Age is delivered. 


Mre John Doe 
257 North Avenue 
Chicago ll, Illin 


ois Cl 5 SD 


es 
The complete EXPIRATION DATE always appears here. First, the month; 
then, the day; and finally, the year. Example shown is NOVEMBER -5-, 


1957. (Note: the new expiration da 


changed until payment has been received.) 


te for a renewal subscription is not 


eo 


The FILING ORDER NUMBER always 


appears here. Please refer to this 


number whenever you write us about your subscription. This helps 


assure prompt service. 


Circulation Dept. 


ADVERTISING AGE 


200 E. ILLINOIS ST. 
CHICAGO 11, ILL. 


e The model railroader, an in- FE 


i ya on tht 
yee con nOW Own @ bial cite 


1956 CHEVROLET 


6-passenger sedan for only... 


: pe a mK * a : 
At ANY Chevrolet Dealer 
wie oar Gilneas 


Ford dealers snapped back with 


une; the agency is J. 
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reas noupay FESTIVAL 
_ veo can buy « beautiful new 


1575 


Get a BELL-RINGING DEAL from your 
METROPOLITAN CHICAGO FORD DEALER 


And do it TODAY t0r sure! 


PRICE WAR?—Chicago Chevrolet dealers ran the ad on the left two 
weeks ago (AA, Dec. 12) stressing price in king-size numerals. 


a $13 better offer. The Chevrolet 


ad ran in the four Chicago dailies; Campbell-Ewald Co. is the 
agency. The Ford ad was a one time insertion in the Chicago Trib- 


Walter Thompson Co. 


manager, Outdoor Life, 353 Fourth 
Ave., New York 10. 


e Data on the French-Canadian 
construction industry and office 
equipment industry in Canada are 
supplied in two new brochures just 


146 Bates Rd., Montreal 8. The 
company publishes two publica- 
tions in these fields, Batiment and | 
Office Equipment News. Copies | 
may be had by writing to Roy E. | 
Melluish, sales promotion manager 
of the company. 


e Latest population, income, man- 
ufacturing and utilities data for 
the Oakland area are contained in) 
“Bright Spot,” new market data 
booklet issued by the Oakland) 
Tribune. An interesting feature of 
the booklet is a series of aerial 
photos of the California coast 
area. Copies can be had by writ- 
ing J. O. Wright, advertising di- 
rector, Oakland Tribune, Tribune 
Blidg., Oakland. 


e Comparative size of 50 leading 
railroad systems comprising an es- 
timated 85% of the total U‘S. rail- 
road market is tabulated in the 
1955 edition of “A Sound Ap- 
proach to the Railroad Market.” 
This 16-page booklet may be had 
on request to John A. Pattee, ad- 
vertising manager, Railway Equip- 
ment & Publication Co., 424 W. 33rd 
St., New York 17, publisher of The 
Pocket List of Railroad Officials. 
The booklet includes other market 
data of value to suppliers. 


@ Aviation Age has published a 
72-page report on Starch-rated 
aviation advertisements. The re- 
port covers approximately 800 
advertisements in the magazine 
studied by Daniel Starch & Staff 
over a period of 18 months. A 
limited number of copies are 
available at $2 per copy to avia- 
tion marketers and their agencies. 
All requests should be made to 
the research department, Aviation 
Age, 205 E. 42nd St., New York 17. 


Lanolin Plus to Biow-Beirn 
Lanolin Plus Inc., Chicago cos- 
metics company, has appointed 


handle advertising for its entire 
line of Lanolin Plus products— 
which will bill about $3,000,000— 


pany expects to name an agency 
for shampoo products in the near 
future. Duggan-Phelps Advertis- 
ing, Chicago, has been handling 
the entire account. 


Haviland to ‘Family Circle’ 
A. T. (“T”") Haviland, with 


New York sales staff of Family 
Circle. 


issued by Holliday Publications, 


Biow-Beirn-Toigo, New York, to| 


with the exception of shampoo} 
items, effective Jan. 1. The com-| 


George A. McDevitt Co. for the 
past seven years, has joined the’ 


$1,000,000 Air Buy 
Won't Affect Space 
Use, Says Bamberger 


NewarRK, Dec. 15—WAAT and 
its sister video outlet, WATYV,)| 
j}ended 1955 on a happy note by 
|signing L. Bamberger & Co. to a 
| $1,000,000 contract. 

The big Newark department | 
|store, which now has branches in| 
‘Millburn, Morristown, Plainfield | 
‘and Princeton—with another under 
construction in Paramus—will | 
| sponsor eight hours of program-| 
ming a week on the two stations. 


This will be backed up by satura-| 


| tion spots. 

“The possibilities of radio and 
tv offer increased opportunities to 
broaden our advertising base and 
show visually what Bamberger’s 
and her products represent to the 


Yunich, president of the store, said. 
“There will be no curtailment of 
newspaper linage. Radio and tv 
will be utilized as supplementary 
media in reaching potential new 
customers and others not fully 
reachable through newspapers 
alone. Also these media will be of 
great assistance as we expand 
further into the suburban mar- 
kets.” 

No advertising agency was in- 
volved in this 52-week contract. 
Account executive for WAAT and 
WATYV on the sale was Llewellyn 
Harries, sales promotion consult- 
ant and former ad manager at 
Bamberger’s. 


Keystone Appoints Piper 


George E. Piper Jr. has been 
appointed director of product and 
market research of Keystone Steel 
& Wire Co., Peoria, Ill. Mr. Piper 
was formerly associate director of 
research of Fuller & Smith & Ross, 
Cleveland. 


LEWIS W. SELMEIER has been named 
an account supervisor of Farson, 


Huff & Northlich, Cincinnati. He 

formerly was ad and sales promo- 

tion director of Estate Stove Co., 
Hamilton, O. 


residents of our state,’”’ David L. | 


Seattle Agency, 5 
Other Defendants 
Settle Libel Suit 


SEATTLE, Dec. 13—Frederick E. 
Baker & Associates, Seattle agency, 
and two of its top partners, Fred- 
(erick E. Baker and Irving E. 
| Stimpson, active on the Republi- 
can side in the 1954 election cam- 
paign in Washington, was one of 
a group of defendants which set- 
tled out of court for $7,500 on a 
defamation of character suit 
brought by former Rep. Hugh B. 

Mitchell (D., Wash.). 
| Rep. Mitchell, unsuccessful Dem- 
ocratic nominee in the first con- 
gressional district, had sued for 
$100,000. The suit was based on a 
television address Oct. 15, 1954, 
by Rep. Donald L. Jackson (R., 
Cal.), in which Rep. Mitchell’s 
political record was attacked. Cir- 
‘culars distributed against Rep. 
'Mitchell also were involved in the 
‘suit. 

Defendants, in addition to the 
agency, were the King County 
Republican central committee; 
Rep. Thomas M. Pelly (R., Wash.), 
‘who was Rep. Mitchell’s oppon- 
‘ent; Joseph Lawrence, Republican 
‘county chairman; Maxie Weis- 
barth, who is Seattle port agent 
for the Sailor’s Union of the Pacif- 
|ic, and Lowman & Hanford, print- 
‘ing company with which Rep. Pel- 
ly formerly was associated and 
which, along with Mr. Weisbarth, 
printed the circulars in question 
under the guise of sponsorship of 
|Labor’s Non-Partisan Committee 
‘for Pelly. 


Lamb Group Buys 100,000 
Shares of Seiberling Stock 


A group headed by Edward 
Lamb and the company he con- 
trols, Edward Lamb Enterprises, 
Toledo, has purchased “in excess 
of 100,000 shares” of the common 
stock of Seiberling Rubber Co., 
Akron, Frank C. Oswald, Edward 
Lamb Enterprises v.p., has an- 
nounced. Mr. Oswald said “Mr. 
Lamb has acquired the stock of 
Seiberling for investment pur- 
poses.” There are 391,430 shares 
of Seiberling common outstanding. 

Among Mr. Lamb’s holdings are 
the Erie Dispatch-Herald, an Erie 
tv and radio station, and radio sta- 
tions in Orlando, Fla., and Toledo. 
His various enterprises also in- 
clude White Products Corp., Mid- 
dleville, Mich., and Security Wa- 
ter Heater Co., Kansas City. The 
Lamb interests last year acquired 
control of Air-Way Electric Ap- 
pliances Corp., a Toledo vacuum 
cleaner manufacturer, which has 
since become Airway Industries. 


Sylvania Set for Volume 
Color TV Sets in 1956 


Color television sets will be pro- 
duced in volume by the Radio & 
Television division of Sylvania 
Electric Products Inc., starting this 
coming April, according to Arthur 
L. Chapman, v.p., operations. 

Mr. Chapman declined to fore- 
cast prices to be charged for the 
Sylvania sets but predicted that in 
the industry as a whole, color sets 
will retail at $695 to $895 next 
fall when the Sylvania sets will be 
placed on the market. 


Canadian Dairy Farmers 
Cut Ad Budget $4,000 


Dairy Farmers of Canada, the 
national producers’ organization, 
'will cut its 1956 advertising and 
| promotion budget to $32,000, a $4,- 
000 reduction from 1955. 

Revenues for advertising pur- 
poses are based on butterfat pro- 
duction. A drop in the province 
of Ontario share this year was 
the principal cause of the over-all 
decrease. Revenues from the other 
provinces is expected to be about 
equal to that of 1954. 
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Department Store Sales... 


1955 Yule Selling 5% Ahead of ‘54 


WASHINGTON, Dec. 15—With 
Christmas selling warming up, de- 
partment store sales in the week 
ending Dec. 10 were 5% ahead of Department Store 
the same week in 1954, the Federal 
Reserve Board reports. 

For the four weeks to date, sales 
were 6% ahead and for the year 
to date, 7% ahead. : Change Frem 1954 

Only one district reported sales Week Ended é +5% 
running behind last year—Minnea- Dec. 10, 1955 
polis, which was 1% behind. All 
other districts reported gains, as 
follows: Boston, 2%; New York, 
1%; Philadelphia, 4%; Cleveland,||| %# 1 © 
8%; Richmond, 6%; Atlanta, 3%:| |} Dee. 10, 1955 
Chicago, 8%; St. Louis, 9%; Kan- 
sas City, 4%; Dallas, 5%, and San 
Francisco, 2%. 


Sales Barometer 


eget ress: Aaa : ste mas the direct route to the heart 
an ° 
vart of New Sek City: | of the giant LATIN AMERICAN 
_ drug and cosmetic market 

Hallicratters Elects Halligan LA FARMACIA MODERNA is read 
William J. Halligan Sr., founder regularly by more than 18,000 Latin 

and chairman of Hallicrafters Co., American retail druggists, wholesalers, 

Chicago, has been elected presi- importers, and other carefully selected 

dent of the company as well to buyers . . . 41% more than any other 

succeed Raymond W. Durst, who. medium covering this market! 


i Ye aaa oe i Re ee) ia as ‘ 5 oie = SOUS Gah eek | “y ; 2 % ee: VT 3 ees oe 
41 
= eee ae _ +8 +3 Jel Sert Names Ramsey | Jel Sert, has appointed L. W. Ram- 
_*—Data not available. Jel Sert Co., Chicago, maker of sey Co., Chicago, to handle its 
| Fla-Vor-Aid, ‘Aunt Wick’s pow- | advertising, replacing Ruthrauff & 
Sanderson Joins Topics dered beverages, Makasyrup and | Ryan. 


Chase O. Sanderson, formerly 
assistant to the general manager 


of Cuneo Eastern Press, New York, 
a division of Cuneo Press, Chi- da e 
cago, has joined Topics Publish-_| 


ing Co., New York, as eastern re-_ 


has resigned. Mr. Durst will con- | Write today For Facts and Rate Card! 


tinue as a director of the company | 


and a consultant. | ~ THE CANTERBURY PRESS 


Simoniz Promotes Greenfield 2001 Calumet, Chicago 16, Ill. 
Paul Greenfield has been pro- 
moted from sales promotion man- | 4 
ager to brand advertising manager i 
of Simoniz Co., Chicago. Ee 


a maher Down Beat — Up Beat — Gountry and Western Jamboree — Record 

. . Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
publication | nadie y Articoules Electricos — Elaboraciones y Envases — La Tienda — 
Publishing since 1934 | Radie y Articules Electrices Catalog File — Bebidas Annual Directory 


Ci oa ee CHAMPION Sets the Pace in Papermaking 
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“Gill goolies” in operation in the screen room at Champion's Texas Division 


Pulp is carefully washed and screened 
to produce cleaner, superior papers 


Pulp passes through a series of cleaning processes 
before it is used in the manufacturing of Champion’s 
outstanding papers. The first of these quality-control 
operations is the washing and screening of the pulp. 
Such processing methods and progressive product- 
testing policies enable Champion to maintain its leader- 
ship in the papermaking industry. 
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CH AM PION’ PAPE RS Symbol of leadership in papermaking 


THE CHAMPION PAPER AND FIBRE COMPANY . HAMILTON, OHIO 


a | 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 
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Street & Smith Marks Algeresque Century— 
’ 
from Horatio Jr.'s Epics to ‘Mademoiselle 
New YorK, Dec. 14—One hun-j|cluded the advertising, of course, 
dred years ago, Street & Smith /|samples of which follow: “No ex- 
started operations with the New |cuse for having bald heads. ..when 
York Weekly, whose masthead pro- | Gray’s hair restorative will cause 
claimed it to be “A journal of use-|the hair to grow on bald heads”; 
ful knowledge, romance, amuse- | “Opium eaters—if you wish to be 
ment, etc.” cured of the habit, address T. E. 
The “useful knowledge” in-|Clarke, M.D., Mt. Vernon, O.” 
Another early Street & Smith 
advertiser, Woodbury’s soap, was 
FREE SAMPLE—New Scissors and Pastew (Offered as a cure for oily skin, 
Pot art service by the originators of cre- itching scalp, falling hair and all 
ative layout devices. Get your copy of (facial blemishes. The Woodbury 
the new monthly Clipper—oll new in | Dermatological Institute also offer- 
size, format, content, ideas—sample, 44 a 132-page book, “If Your Ears 4 
yours to use without cost. Sensational Stand Out Too Far, or Your Nose 
introductory offer. No obligation — no D Not Suit.” . 
salesmen. Address: Multi-Ad Serv joes Not sult. 
Jnc., Box 806A, Peoria, Illinois. Today, advertising in S&S pub- s 
lications like Charm, Living for , 
Haee-= sequepevaneadiee oS ~ 
REMEMBER?—Street & Smith is celebrating its 100th think you can tell the difference... But can You?”), 
The NEWS of the ROCKIES anniversary, in part, by reviewing some examples and International Correspondence Schools. A run- 
of the advertiser’s art. The ads here, from the now- ning line under these ads admonishes the reader: 
With uninterrupted gains every year extinct Smith’s Magazine, are for Pabst Extract “Tell the substitutor: ‘No, thank you, I want what 
for 20 years, our circulation is up (“The trouble is—your NERVES”), Victor (“You I asked for. Goodbye.’ ” 
320.1% since 1936. Young Homemakers and Made-|wise published such paperback; January, 1956, issues of Charm, 
P moiselle is not quite so dramatic, | thrillers as “Nick Carter,” “Buffalo| Living and Mademoiselle will be 
(September Publisher's Statements each year) though rewarding nevertheless. In | Bill,” “Frank Merriwell”’ and) studded with mementoes of a cen- 
1955 Charm enjoyed a 22.5% gain, | “Diamond Dick,” as well as “From tury. Editorial contents will give 
with a total of 1,207 ad pages; readers glimpses of 100 years of i 
Living was up nearly 12%, gaining OODBURY’ architecture, furniture, cooking, 
97 pages over ’54, and Mademoisel- FoR H.W nye fashion and other topics. . 
le likewise was ahead by 12%. RAS bt SOAS A new book by Quentin Rey- , 
: nolds called “The Fiction Factory, : 
® Street & Smith is the only pub-| “=== Facial Cream, mm | from Pulp Row to Quality Street,” 
|lishing house around these days on Facial Powder savas | *° be published Jan. 16, will docu- 
| that can make the statement that it | Conse Dental Cream. semen, | ent the Street & Smith story. 
|has been in business continuously actA ieiiliiiinie 61, weimetaliniiile ty dhe tcaientatinia demesne 
for 100 years under the same fam- ged ed = a,” Colt's Mtg. Reorganizes; 
ily management and financial con- Stewart Elected Head 
trol. Sidney A. Stewart, v.p. of Pratt 
In that century, S&S has put out & Whitney Co., West Hartford, 
such titles as the Weekly, Ainslee’s Conn., and general manager of its 
Magazines, the Popular Magazine Chandler-Evans division, has been 
and Smith’s Magazine. S&S like- elected president of Colt’s Mfg. 
Co., Hartford. He will retain his 
present post at Chandler-Evans. 
Mr. Stewart’s election took place j 
as the new management of Colt’s— 
a 8 Bree the Penn-Texas Corp.—held a re- : 
organization meeting of the board 
J () | N s0mh 1. WooDnun pexMaToLoaaL INSTITUTE, of directors. He succeeds Chester 
Retort. 27MesL STAT Hecton Wier Mine NOT Coes | A Bland, who will continue to | 
Ce a eee serve as chairman of the executive 
2 committee. 
a ae pare | 53 —; of Both Pratt & Whitney and Colt’s 
. ow Covermeers Sm ‘ | are now operating as divisions of 
the market, although the claims) penn-Texas. The new Colt’s board 
have been considerably narrowed. also voted to change the company’s { 
? A “ A f) F name back to Colt’s Fire Arms Co. 
Farm Boy to Senator,” and other 
such titles by the nonpareil, Hora-| Eli Cohan Agency Moves 
tio Alger Jr. Eli Cohan Advertising Agency, | 
Mr. Alger’s works, incidentally,| Cincinnati, will move Jan. 1 to 
carried back covers decorated with | larger quarters at 1423 E. McMil- 
Coca-Cola advertising. lan St. 
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Chicago. 


441 N. Michigan 


Chicago 11, Illinois 


You're in the best of company when you place your advertising on WGN-TV in 


Twenty-one national advertisers are sponsoring programs . . 
local and regional advertisers are sponsoring programs on WGN-TV—a 
total of 54 program advertisers who know WGN-TV is the best buy in Chicago 
(both in audience and cost). 


Join the parade to WGN-TV—ask your WGN-TV salesman for details. 


Avenue 


. thirty-three 


For your best radio buy in Chicago, it’s WGN Radio, reaching 
more homes than any other Chicago advertising medium. 


First with the 
Buying Farmers 
in Missouri 
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Advertising Age, December 19, 1955 


Sylvania Judges 
Praise TV Gains 
But Hit Slapstick 


NEw York, Dec. 13—Judges of 
the ’55 Sylvania television awards 
(AA, Dec. 5) deplored “a distress- 
ing tendency to slapstick” by tv 
comedians, as the judging panel 
last week made public its fifth an- 
nual report on “What the Com- 
mittee of Judges Thinks About 
Television.” 

Although the judges in general 
praised television’s “coming of 
age,” they also said: “We see an 
array of jesters straining to amuse 
in frameworks of over-contrived 
situations. The trek to Hollywood 
to do situation comedies on film 
has not been a benefit to the art. 
Programs have shown a distressing 
tendency to slapstick and impos- 
sible situations.” 

The committee also blasted “the 
increasing use of canned applause 
and laughter” and said many 
scenes in comedy shows are “ir- 
ritating.” 


® The report said the committee 
also “is disappointed in television’s 
lack of ability to present serious 
music. No real or sustained attempt 
has been made to find a way to do 
good music, with the exception of 
one or two operas.” The report 
praised “The Voice of Firestone,” 
an award winner, as “the only 
earnest program attempt to present 
serious music.” It also praised ra- 
dio for broadcasting “much good 
music.” 

“The total creative output has 
shown great improvement,” the 
judges said. “In the field of tv 
scripts we find that dialog is 
more direct, situations less hack- 
neyed. The industry is to be com- 
mended for developing new writers 
rather than engaging high 
priced authors and dramatists who 
are not necessarily conversant with 
the techniques of tv. 


= “The networks have shown 
courage in producing costly shows 
at great financial risk with little 
assurance of material reward. 
These colossals have been done 
with amazing attention to detail 
and on the whole were successful 
in producing programs that did a 
cultural job. There were some fail- 
ures, but these setbacks did not 
stop the networks from continuing 
their magnificent experiments. 

“In the category of children’s 
shows, we felt encouraged with 
the many improvements in pro- 
gram content and _ production. 
There were many more acceptable 
children’s shows this year than 
last. Also, we find it heartening to 
see more educational topics woven 
into entertaining vehicles. 

“It is recognized that tv is a 
most powerful instrument for ad- 
vancing America’s culture, and we 
are gratified to find the general 
public is aware of tv as an educa- 
tional medium. In summing up, we 
applaud the industry for the vigor- 
ous and sincere manner in which 
it is moving out of the cradle and 
proving its versatility.” 


® Besides Deems Taylor, the Syl- 
vania judging panel consisted of 
Jackie Robinson, of the Brooklyn 
Dodgers; Seymour Berkson, pub- 
lisher, New York Journal-Amer- 
ican; Leonard Bernstein, the con- 
ductor and composer; Gilmore 
Brown, president of the Pasadena 
Playhouse; Mrs. Roy F. Layton, 
president of the Girl Scouts of 
America; Dean Kenneth Bartlett, 
director of the radio and television 
center of Syracuse University; Dr. 
Frank Bradley, past president of 
the American Hospital Assn.; 
Dorothy Draper, decorator, design- 


ler and stylist; James A. Farley; | Segue 


Mrs. John E. Hayes, past president 
of the National Congress of Par- 
ents & Teachers, and Judge Samuel 
S. Leibowitz. 


Cavalier Cigarets in Drive 


R. J. Reynolds Tobacco Co. is 
running a newspaper campaign in 
nearly 200 markets to promote its 
recently introduced king-size Cav- 
alier cigarets. The ads, mostly in 
two colors, are being supported by 
additional advertising in most of 
the media used by Reynolds. The 
new cigarets and red and black 
pack were put on the market in 
late November. William Esty & Co., 
New York, is the agency. 


AMA Publishes New Booklet 
The American Management 
Assn., 1515 Broadway, New York, 
has published No. 178 in its 
general management series, 
“Strengthening Management for 
the New Technology-Organization, 
Automation, Management Devel- 
opment.” The 64-page booklet dis- 


ELLYSON S. ROBINSON has been named 
v.p. in charge of new business de- 
velopment of Outdoor Advertising 
Inc., a new post. Mr. Robinson, for- 
merly West Coast sales manager in 
San Francisco, will headquarter in 
New York. John J. Wiley succeeds 
him in San Francisco. 


cusses three phases of new tech- 
nology: Developing patterns in 
company organizations, manage- 


‘:}ment development during change, 


and the impact of automation. 
Copies may be obtained from the 
association for $1.75 each; price 
to members is $1. 


Flexalum Awning Drive Set 


Hunter Douglas Aluminum Corp., 
New York, will spend more than 
$500,000 in 1956 to promote its 
Flexalum awnings. The program, 
largest in the awning industry, 
calls for pages in Better Homes & 
Gardens, Good Housekeeping, 
House Beautiful and House & Gar- 
den; a series of newspaper inser- 
tions in key markets, and a host 
of dealer aids. Doyle Dane Bern- 
bach Inc. is the agency. 


Doherty. Clifford Has Coffee 


In a recent analysis of spot tv 
usage, ADVERTISING AGE erroneously 
identified Young & Rubicam as the 
agency for Borden’s instant coffee 
(AA, Nov. 14). Doherty, Clifford, 
Steers & Shenfield, New York, is 
the agency for this product. Y&R 
does not have the Borden instant 
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coffee account though that agency 
services 41 Borden products. 


Florence Treadway to Roman 
Florence Frei Treadway has 
joined the account service staff of 
Roman Advertising Co., St. Louis. 
Miss Treadway, who also will 
serve on the Roman plans board, 


most recently was assistant to the - 


president of Olian Advertising 
Co., St. Louis. 


Marie does It 
FASTER... 


complete mailings, multl- 
graphing, oe 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick 5 yarviee and fast delivery 

“ALL” *WAbash 2-8655. 


a Leller Mop te 


431 S. Dearborn Street, Chicago 5, m./ 


60” Gain in Retail Sales 


The biggest gain of any N. C. Metropolitan area 


Metropolitan Area 1948 19548 % Gain |*Rank 
WINSTON-SALEM $ 97,003 | $155,394 60% 1 
Raleigh 104,098 153,253 47 2 
Charlotte 183,964 267,595 45 3 
Greensboro-High Point 177,448 246,724 39 4 
Asheville 91,799 118,938 30 5 
Durham 90,125 102,288 13 6 


NOT AN ESTIMATE—figures from U. S. Government 1954 Census of Business 
Preliminary Report. 


Retail 


Food Sales Retail 


Furniture & Appliance 


Buy 
WINSTON-SALEM 


Automotive 


Sales Retail Sales 


growing market 


Gasoline 
Retail Sales 


GH = 


North Carolina’s No. 2 city 


Among the 6 major N. C. cities, Winston-Salem shows the biggest rate of gain in: 


Total 
Retail Sales 


North Carolina’s fastest 
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"YONNE SAYS:— 


SNOW... 
or NO... 
WE'LL 


WE WILL TEST 
THE EFFECT 
OF YOUR ADVERTISING... 


With a simultaneous 10 week Grocery Store 
inventory . . . write or call for details. 
Note:— 


in the five years we have been making 
Grocery Store inventories, we have 
checked many classifications . . . your 
product may be included. Ask for re- 
ports of the surveys. 


“Bayonne cannot be sold from the outside’ 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 
represenreo sy BOGNER & MARTIN 


‘Brooklyn Daily’ Converts 


to Paid as ‘Eagle’ Replacement 
The Brooklyn Daily, a controlled 
circulation publication, plans to 


take the place of the defunct) 


Brooklyn Eagle as a paid circula- 


tion daily for the New York City | 


borough. Beginning Dec. 16, the 


paper will go on sale in Brooklyn | 


for 5¢. It will be published Mon- 
days through Fridays, with a con- 


templated size of 32 to 48 pages. | 


The Brooklyn Daily was founded 
in 1937 as The Brooklyn Weekly. 
It became a controlled circulation 


daily in 1950. The publishers are | 
two brothers, Sidney and Albert | 
Klass. They say they have pur-| 
chased many of the comics and} 
news features formerly owned by | 


the Eagle, and that they have 
$500,000 to invest in the new ven- 
ture. 


Cookerly Named WBTV S.M. 
Jefferson Standard Broadcasting 


Co., operator of WBTV, Charlotte, 


SURE STRIKE! 


Manufacturers of fishing tackle and related lines 
can’t miss getting bigger strikes from advertising 
in FTTN —the one specialized book with top 
coverage of 11,047 top tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


WILMETTE 


ILLINOIS 


Aldrich Bickmore Chase Cross 
DOG AND BISCUIT MEN—The star of “The Adventures 
of Rin Tin Tin” poses with his master, Lee Duncan, 
officers of the National Biscuit Co., and small win- 
ners of National’s contest for youngsters. Winners 
Mary Ellen O’Leary, Philadelphia; John Governor, 
West Roxbury, Mass., and Myron Taplin, Lynch- 


Rin Tin Tin Tomlinson Duncan O'Leary Governor 
burg, Va., are shown with National Biscuit’s Roy E. 
Tomlinson, board chairman; Lee S. Bickmore, v.p. 
in charge of sales and advertising; Chester Aldrich, 
director of sales; and Hal M. Chase, general man- 
ager, and Philip Cross, director of marketing, both 
of the special products division. 


Taplin 


N. C., has appointed Thomas B. 
Cookerly sales manager of the tv 
station. Mr. Cookerly, v.p. in 
charge of sales and promotion of. 


Bringing Florida. 


Florida's First 
Television Station 
100,000 WATTS 
1,000 FT. TOWER 


Represented Nationally 
by Free & Peters, inc. 


to the-nation 


SNOW, SLEET, HAIL AND ICE? 
Not In Sunny Florida!! 


More and more network 
tisers are finding that a 


glamour to the program and points to the RAT- 


INGS. 


Plan now to originate your show from fabulous 
Florida by using the facilities of Miami's Channel 
4. WTVJ has the personnel, equipment and ex- 
perience to assure you of 


Network Tv Ratings 
Pulse, Inc. 


Jefferson Standard, joined the November, 1955 
company in 1952. TOP TWENTY SHOWS 
Rank Program *Rating 
1 I CITI CINE) onc scensncicnscscesscxsececaiccoscsstcsesocoscseseceosensosesseiose 51.9 
2 Ed Sullivan Show (Lincoln-Mercury, CBS) ..............cccccccccsesesesesesscscsvsesesemecensnes 40.0 
3 t Love Lucy (PAG, General Foods, CBS) .................cccccccccccssccccccccsssssssccssescesee 39.1 
4 MU GO a I MD ccc ssles desis nsec cccenctecvcesssccccscccesseccscccsvetéaneseoce 37.1 
5 Groucho Marx (DeSoto-Plymouth, NBC) o...........cccccccccccsccsessesesseessenencssenevnvere 35.1 
6 December Bride (General Foods, CBS) ..........c.ccccccccccccccccccssceeescecescecseeeeceesuevene 30.4 
7 Disneyland (American Dairy, American Motors, Derby Foods, ABC) ............ 30.3 
8 I I I 0... ss asensctacshseebabapbicsesonseaonoseosessovedssssveseescesnees 30.1 
9 Perry Como (Several spomsors, NBC) o..........ccccccccccsessessessesesessesnesevsvsnenennnnees 29.0 
10 Robert Montgomery Theater (Johnson’s wax, Schick Inc., NBC) ................ 28.7 
WW Burns & Allen (Carnation, General Mills, CBS) ..............ccccccccceccescsseseneenneneee 28.0 
12 Ne We CID Tics cccradenss wichnesodamndasecatslvatebeceseocedacbthessdasoonveccovacenbatnite 27.5 
13 ee OL a a, sh canedvcsscdedesipebbabcsenesccccsiscustonné 27.3 
n a a 3 14 Godfrey’s Talent Scouts ade Oe  cicotien 27.2 
15 GE Theater (CBS) . Lipaieibasniigeddionjeoese 27.1 
16 Dragnet (Chesterfield, "NBC) SilititiNiinieariadhsaseessctesetonisilintectndstscniustiinabemnanie 26.8 
17 Our Miss Brooks (General Foods, CBS) ..............ccccccccccsccecctscceecseecesserseeneeees 26.6 
17 This Is Your Life (Hazel Bishop, P&G, NBC) o.............cccccccccccccccccseesnesceneeees 26.6 
19 A OID "sc dinlsshnasdsaksuh cdnsnoseostnonnpenesootescesboctocsacoueses 26.5 
20 a a sscncccsscucionvoctscebaseeencosonsconsosee 26.3 
20 Martha Raye (Sunbeam, RCA, Whirlpool, NBC) oo...0........cceceeeeeeee 26.3 
MULTI-WEEKLY 
1 Mickey Mouse Club (Several sponsors, ABC) o.............cccccccccsscseesesessseseesennnees 16.2 
2 Ee eR EE ERE Ry ER NOS 111 
3 Love of Life (American Home Products, CBS) ........cccccccccccccccccsccsececesenneneeenenee 10.9 
4 CII os ss shan canning cn sovve cascsamnagninandosvesotnseschenasbese 10.3 
5 Howdy Doody (Several sponsors, NBC) ...........cccccccssesssesseseessrsseneeeneennanensees 99 
6 Se NS IU INI, CIID nicer scicncsscvescasnaransapedthgedabshessssenecstodneoesce 9.7 
6 News Caravan (Camel, Plymouth, NBC) ...........:cccccccsccssccsssssseessseseessessenesenes 97 
8 I IES, CID scsisacsecccccnesetssirecoonoencossehinnansocecscasesoqnennpenssssecvecnocanses 9.6 
9 Arthur Godfrey Time (Several sponsors, CBS) ..........ccccccccesesessenseeseeereneenes 9.4 
9 SPE RPE CHNDUNNEEE GUUUIDENOE, SELDUD Sc ccncccecsciccicposresccnicsncsieioegencesssenncscioososers 9.4 
a I i  sasessnsansnsuesessabobens 9.4 
*Percentage of homes tuned to the program in the areas where the program was 
broadcast. 
Videodex Network TV Ratings 
Week of Nov. 1-7, 1955 
Copyright by Videodex Inc. 
Rating 
producers and adver- Resk rogram (%) 
Florida setting adds 1 $64,000 Question (Revion, 157 Cities, CBS) 00.0... 39.8 
2 | Love Lucy (Procter & Gamble, General Foods, 148 Cities) ................ 34.0 
3 Dragnet (Chesterfield, 148 Cities, NBC) ..........ccccccsersesenseeseeseeresesserees 33.7 
4 Disneyland (American Motors, American Dairy, Derby Foods, 175 
8 REE ET ARE AL hd a 32.0 
5 Ed Sullivan Show (Lincoln-Mercury, 143 Cities, CBS) ......0.....cccce 31.5 
6 Shower of Stors (Chrysler Motors, 124 Cities, CBS) .......cccccccececeee 30.8 
quality service. 7 You Bet Your Life (DeSoto-Plymouth, 151 Cities, NBC)... 30.4 
8 Max Liebman Spectacular (Participating, 107 Cities, NBC) ................ 28.7 
9 GE Theater (General Electric, 139 Cities, CBS) ...............ccccccccceseeeeeee 28.6 
10 Playhouse of Stars (Schlitz, 136 Cities, CBS) ...........ccccccccccsesesesesenenenens 28.4 
Homes 
Rank Program (000) 
1 $64,000 Question (Revlon, 157 Cities, CBS) ........:cccccccccccesceseeeeeees 14,984 
| 2 Disneyland (American Motors, American Dairy, Derby Foods, 175 
| em ty sy RE a nea 12,301 
| 3 Dragnet (Chesterfield, 148 Cities, NBC) ........cccscsssssssssscscsssescseenee 12,105 
| 4 | Love Lucy (Procter & Gamble, General Foods, 148 Cities, CBS) .... 12,077 
| s Ed Sullivan Show (Lincoln-Mercury, 143 Cities, CBS) ..0....0.0..0.0.... 11,385 
r) You Bet Your Life (DeSoto-Plymouth, 151 Cities, NBC) .................... 10,872 
7 Shower of Stors (Chrysler Motors, 124 Cities, CBS) 0.0.0... 10,423 
8 Two for the Money (Old Gold, Sheaffer Pen, 107 Cities, CBS) ........ 10,413 
| 9 GE Theater (General Electric, 137 Cities, CBS)... 10,269 
/10 Ford Theater (Ford Motor Co., 177 Cities, NBC) ......ccccccscssssseessven 9,992 
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On the Merchandising Front... 


Just Hang Around and See! 


By E. B. Weiss 
Merchandising Consultant 


Since everybody and his uncle show 
no qualms about making very precise pre- 
dictions concerning the state of our econ- 
omy in 1965, 1975, the year 2000, I’ll make 
bold to make a prediction about the na- 
ture of retail stores in 
the year 2056. 

I think that by 2056 
the retail store as we 
know it will be doing 
a disappearing act. 

I think that by 2056 
most (not all) shop- 
ping will be done in 
the home—through 
electronic devices 
stemming from color 
television. 

I think this will be especially true with 
respect to most food shopping; most drug 
shopping; most shopping for staples of 
every kind in hard goods and soft goods. 

I think only major purchases will be 
made in retail stores. And by 2056 a trend 
toward buying even some of these in the 
home, electronically or with a combina- 
tion of electronics and a home salesman, 
will be in full swing. 

I think the retail store physically will 
become essentially a combination of a 
warehouse and a home-delivery service, 
plus a communications channel to the 
home. 


= The bald truth is that shopping in a 
retail store for staples—for everyday food, 
drug, home and dress items—has little to 
recommend it today other than sheer habit 
and custom. It has already become a rou- 
tine affair; done automatically and in the 
shortest possible time. The flavor it once 
had of excitement, of a break with rou- 
tine, of neighborly contact (how much 
neighborly contact exists in food supers, 
drug supers, etc., during those peak hours 
when 70% of the week’s total volume is 
done?), of the need to examine the mer- 
chandise, to check values—these are all 
becoming virtually non-existent at this 
very moment. 

Shopping for staples today is a bore, a 
chore, a nuisance. And with all of the 
new wonders of living that are promised 
for all of our people by science 100 years 
from today it would seem to stand to rea- 
son that shopping will then become even 
less socially attractive than it is today. 

It appears to me that shopping at home 
electronically in 2056 should be no more 
difficult to comprehend than will be shop- 
ping at home by catalogs in 1956. The 
only difference, in fact, is that the “cata- 
log” of 2056 will be an electronic device! 


= And there is another reason for elec- 
tronic shopping in the home: sound eco- 
nomics. The food super proved unable 
to crack the 14% average margin barrier 
—and its margin has been heading up for 
some years. The drug super proves unable 
to throw off a net with markups that do 
better than double that 14% barrier of the 
food super. Other retailers are obviously 


unable to earn a substantial net profit 
on staples, or semi-staples, with markups 
of 36%, 40% and even 50%—note the 
variety chains and the department stores. 

Traditional retailing techniques have 
proved unable to deliver merchandise— 
especially pre-sold merchandise—to the 
shopper at a sufficiently low cost. Indeed, 
most retailers require a larger margin 
(larger allowances, too!) today on pre- 
sold, pre-packed merchandise than they 
did in the days of no pre-selling by pro- 
ducers and no allowances! 

And there is nothing—just nothing—in 
any of the refinements of present-day 
retailing procedures (not exempting the 
discount house which is even now going 
the way of all flesh) that shows the 
slightest promise of reversing this trend. 


= We have, then, this situation or, rather, 
by 2056 we will have this situation: 

1. A public whose potentials for won- 
derful living will be so vast that shopping 
——especially for staples and daily neces- 
sities—will have lost what little social 
lure it still has. 

2. A degree of pre-selling of merchan- 
dise that will make us wonder why we 
ever considered our present-day brands 
to be pre-sold. 

3. A competition for the time of the 
public that will be even more fierce than 
it is today—and this despite a 24-hour 
work week by 2056. Let’s bear in mind 
that the present 40-hour week and labor- 
saving appliances in the home still leave 
most people complaining about “so much 
to do and so little time.” Interplanetary 
travel in 2056 could conceivably offer 
more attractions than shopping in a store 
for pickles and pumpernickel! 

4. A public whose educational stand- 
ards will have risen so high that existing 
economic absurdities (such as 30 to 50% 
markups on items that the shopper picks 
off the shelf herself and carries over to 
a cash-wrap desk) will hardly be toler- 
ated in 2056. 


® 5. A technology that will make it com- 
pletely feasible to shop at home electron- 
ically—and I might add here that at this 
very moment there are laboratory devices 
that go a long way in this direction and 
theoretical scientific concepts that go just 
about all the way in this direction. (And 
I should point out that electronic shopping 
in the home can be done at hours that 
suit the convenience of the shopper, in- 
stead of the convenience of the store own- 
er or store employes!) 

In general, it is my thorough conviction 
that retailing has not changed to the de- 
gree made possible by and even neces- 
sitated by the pre-sold brand. Self-service 
and self-selection are merely small steps 
taken by retailing as a direct consequence 
of the pre-sold brand—and it might be 
pointed out here that, with the exception 
of the food store, self-service and self- 
selection have not brought the shopper 
economies in the drug outlet, the hard and 
soft goods outlets, the variety chains, etc. 
On the contrary, in these outlets the pub- 


lic has taken over some of the functions 
formerly performed by the retailer—at 
no compensation to the public in the form 
of savings! 


s Electronic retailing will, I think, pro- 
vide the technology that will enable mass 
retailing to serve the public as the public 
should be served in an age of pre-sold, 
pre-packed and even pre-priced-marked 
merchandise. Right now, retailing is turn- 
ing to electronics for its paper work and, 


somewhat more slowly, in its warehous- 
ing and communications, as I predicted 
would happen in my automation series 
in AA only a bit over two years ago. (How 
rash those predictions appeared to be 
then!) But retailing will ultimately be 
compelled to turn to electronics for the 
retail selling process itself and, by 2056 
(really, I think it will come about in half 
that time!) we will be in an age of in-the- 
home push-button electronic shopping. 
Hang around and see. 


Looking at Radio and Television... 


Sock It Home—and Loud 


By The Eye and Ear Man 

No one needs research to tell him that 
viewers of television programs wander 
off or get distracted when the commercial 
comes on. When the spots between pro- 
grams come on, the nomads at home wan- 
der farther and longer because they know 
by experience they have about five min- 
utes of assorted garbage before the meat 
of the show starts. When the commercial 
is in the body of the show, they lapse off 
into conversation or whatever, but they 
keep a wary ear on the tv set because they 
are afraid of missing something. 

Alas, the grim facts of life add up to 
the fact that advertisers are paying tele- 
vision prices for a good deal of radio com- 
mercial fare. It is also a fact that a good 
many advertisers live in a dream world. 
They project their commercials on a 
giant screen and assume that every viewer 


will remain glued to the screen when his 
$7,000 Cecil De Mille masterpiece is on, 
checking off copy points. 

Let me tell you, dearie, nothing inter- 
ests a viewer less than your commercial. 
He couldn’t care less about your product. 
You have to sell him hard. 


= Some years ago several brilliant com- 
mercials were written for Schlitz beer and 
for Lincoln cars. Both had almost no di- 
alog. When shown to a captive audience 
they were kudoed, applauded and show- 
ered with awards. When it came to test- 
ing them against even a captive testing 
group there was confusion as to brand 
identity. To the group out of the room, or 
in the room but distracted, they would be 
a total loss as far as sales registration is 
concerned. 
So now for the gratuitous advice: 


Just Looking... 


Well, Christmas will soon be here 
again... 

With its tender memories of a Babe 
born in Bethlehem ...and the light of 
wonder filling children’s eyes...and 
the department store Santa Clauses 
giving them the same old line. 


® With Silent Night and Rudolph the 
Red Nosed Reindeer blaring from the 
store fronts of all the Main Streets of 
the land...and the garish displays of 
colored lights making tawdry all the 
Sheridan Roads...and the tv Christ- 
mas programs full of soft sentiment 
and hard sell... 

With the double-trucks featuring 
Yuletide cheer and the fancy gift de- 


By Walter O’Meara 


canter ...and heroic salesgirls, beat to 
the sox, fighting off the frenzied last- 
minute mobs...and retail sales up 
umpty-ump per cent, and the biggest 
holiday rush on record, and gift wrap 
it please, and buy-now-pay-later... 


s And yet, the miracle is that, through 
it all, a star shines...and the voices 
of angels are heard in the wintry sky 
bringing tidings of great joy...and 
once again the heart of the world 
swells with the ancient dream and 
promise of peace on earth, good will 
toward men... 
+ + * 


And so, to all a very Merry Christ- 
mas! 
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1. View commercials under television 
conditions. Look at them on a television 
size screen at a normal tv distance. 

2. View commercials in a room with 
normal noise level and distractions. Keep 
the phones ringing and the horns honking, 
read a paper and see if the commercial 
breaks through the sound barrier. 

3. Close your eyes and listen to the 
sound track. Is it interesting? Will it 
stand alone? How many times was your 
product mentioned? 

4. Go out of the room. Can you hear the 
key points? Is the volume loud enough to 
get major copy points and brand names 
clear to you? 

5. Is there something to attract your 
attention? Is there a noise loud enough 
to compel you to look up or come back in 
the room after you have left? 

6. View the commercial in its program 
context. Does it just drop into the pro- 
gram in the “kerplunk” manner, or is it 
related to its environment? Is it emotion- 
ally in balance with the rest of the pro- 
gram? 


® Make a check-list for yourself on these 
points and you will make sure your com- 
mercial does a job. It is often reported 
that the late George Washington Hill in- 


Salesense in Advertising... 


sisted on having his Lucky Strike brand 
plus the current slogan mentioned during 
every musical introduction and at least 
10 times during each commercial minute 
—a total of 40-50 brand mentions in iden- 
tical fashion per half hour of program- 
ming. Naturally this made a lot of people 
very mad. It also made Lucky Strike the 
best selling cigaret by a considerable mar- 
gin. 

This Hill formula can be well applied 
to television advertising to a degree. Let 
the name of the product be repeated fre- 
quently and loudly enough to make an im- 
pression. Do the same thing with the prin- 
cipal brand claim. Make the writer and 
producer do something to attract and re- 
attract wandering minds at regular inter- 
vals during the commercial. Get as many 
mentions of product and claim in the body 
of the show wherever possible. No matter 
how many squawks come from viewers, 
get the volume on the commercials up 
loud enough to be heard in another room. 

Now this advice isn’t going to win you 
any popularity contest with your friends. 
Nor will it win you any awards—even 
from AA. But it is positively guaranteed 
to sock home your product name and 
claim where it counts. Who knows? You 
might even make a sale. 


The Public Does Not Always 
Know What It Wants 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

Said Leo Burnett at the recent Four 
A’s Chicago clinic: 

“I have learned that the public does 
not know what it wants and that there is 
no sure way of finding out until the idea 
is exposed under nor- 
mal conditions of sale.” 

This belief of Leo’s 
checks with what I 
wrote in this column 
four or five years ago. 
I observed that new 
ideas create new 
wants; some imagina- 
tive fellow dreams up 
something that will 
make life easier and 
better long before the public has con- 
sciously felt any need for it whatever. I 
hope the reader will forgive me if I 
quote further from my long-forgotten 
article: 


James D. Woolf 


> 


= If King C. Gillette had stopped to re- 
search the shaving wants of men, he 
would never have invented the safety 
razor. A consumer survey would have 
dredged up little or no consumer enthusi- 
asm for the idea. The facts are, I be- 
lieve, that Gillette’s invention nearly died 
a-borning. He contrived to sell a mere 
handful of his ridiculous razors during 
the first six or seven years of its pre- 
carious existence, and the foolhardy ven- 
ture nearly went under. 

A consumer survey (“Would you like 
an easier and more watery way to bathe 
your body? Are you sick and tired of the 
old zinc washtub in the kitchen on Satur- 
day night?”) would as I see it have de- 
layed the coming of the modern bathtub 
by decades or maybe centuries. Legend 
has it that the first bathtub in America 
was installed to the indignation of an 


outraged citizenry, in a rich man’s home 
in Cincinnati. Preachers decried it in the 
pulpit and backed up their condemnation 
with Biblical authority; and the medical 
profession to a man predicted that the 
daily bath, if generally adopted, would 
undermine the nation’s health. The com- 
mon people, set in their old ways and 
superstitions, uttered loud hosannas in 
support of their spiritual and medical 
leaders. A consumer survey, if it had 
been made by the rich man before he 
installed his tub, would have discouraged 
him from going ahead with his revolu- 
tionary notion. 


® The first typewriter, reports the Aug- 
ust Reader’s Digest, had tough going. “The 
world,” says the article, “was strangely 
indifferent to this new invention; only 
1,200 machines were sold in the first 
seven years. Business men stubbornly re- 
jected the innovation. After all, steel pens 
could be had for less than a penny; a 
Type Writer set them back $125.” A re- 
cognized consumer problem did not create 
the idea; the idea created a recognition 
of the need, eventually. What a happy 
circumstance it is that Christopher Sholes 
did not first ask a panel of business men 
whether or not they wanted a “Mechani- 
cal Chirographer”! 

A consumer survey would have killed 
the postage stamp before the first one 
was ever licked by a human tongue. Early 
in the days of Mr. Pickwick it seems that 
a lowly English clerk conceived the re- 
volutionary idea of a paper stamp covered 
on the back with a glutinous substance. 
A mere lick of saliva—and presto, there 
you were! But the public, egged on by the 
medicos, would have none of it. The glue 
was poisonous, it caused cancer of the 
tongue, indigestion, and sundry other 
afflictions. 

Opposition to the stamp raged for a 
decade, but finally the tide turned in its 
favor when Charles Dickens wrote a 
blistering defense of the lethal invention. 
The “poisonous glue,” he revealed, was 
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The Creative Man’‘s Corner... 


What's New? 


world has ever seen.” 


Model T looked like—chrome? 


We wonder how many of our readers will feel with us that this particular 
Cadillac ad, announcing the new Caddies for 1956, provides a wonderful 
burlesque of most of the ads announcing the new cars for the coming year? 

Rare is the motor car manufacturer these days who does not proclaim his 
latest creation to rival the masterpieces of the ages. A little boasting we can 
take. But when one year’s model—like the new ’56s—shows practically no 
change from the previous year’s—and we mean the ’55s—it becomes a little 
ridiculous to proclaim that these are “the most inspiring motor cars the 


As far as the world is concerned, we’re a little inclined to feel that a 
native in some far-off bush country might just possibly find a Model T con- 
siderably more inspiring than the °56 Cadillac. For one thing, it not only 
would look more like an automobile, but provide a much more varied surface 
for inspection. We can still see that old brass radiator, the kerosene head- 
lamps and the windshield as tall, broad and perpendicular as a store window. 
We can see the gas tank, like an oversize can of beans, and the tool chest in 
the rear. We can see the black leather seats, button-upholstered. 

We understand the new hardware on the ’56 Caddy is gold in appearance. 
This is new? This is spectacular? What do you think the hardware on the 


merely an innocent mixture of common 
starch! 

So it has always gone. So it goes today. 
People do not know what they want. 
When (circa 1909) Miss Edna Murphy, 
the daughter of a Cincinnati surgeon, 
conceived the idea of marketing a deodor- 
ant—a formula of her father’s—for stop- 
ping perspiration and its offensive odor, 
women were horrified. They didn’t need 
it. Why, that’s a shameful and slanderous 
idea! But Miss Murphy, not impressed by 
their indifference and indignation, went 
right ahead and advertised her revolu- 
tionary product, Odorono. 


s No, women didn’t want it—but after a 
little persuasion, a work of art from the 
pen of Jim Young, they bougiit it, and 
thus was born the whole range of deodor- 
izing products that are so popular today. 
It is a practice among some agencies, 
when in a quandary, to peddle pattern 
ads around door to door in a “consumer 
reaction” survey. (“Will you please look 
carefully at these three advertisements, 


madam, and tell me which one you like 
best?”) This procedure, in my experience, 
is seldom trustworthy. It isn’t merely 
that every woman fancies herself as an 
advertising expert. She doesn’t know 
what she wants, and she is pretty foggy 
about what she likes. 

Going back to an earlier day, how 
many women had a conscious hankering 
for a soap that was “99 44/100% pure”? 
Or a soap that floated? Or a soap that was 
preferred by “nine out of ten movie 
stars”? Or a soap that promised them a 
“schoolgirl complexion”? The fact is, 
don’t you think, that women begin to 
want a specific thing—a soap, say, that 
stops “B. O.”—when somebody comes 
along and tells them, in terms of benefits, 
why they should start a-hankering? All 
my experience is that a “consumer re- 
action” vote on a copy idea should be 
appraised with a bilious eye. 

It is my notion that a research finding 
should not be taken to seriously if it is 
in conflict with what our common sense 
tells us about people. 
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Advertising Copy and Translations—Second of Two 


Articles on Language in Action 


By Alfonso Lomo Ph.D. 
Changing the Order of Words 


Before we leave this discussion of or- 
der, it is well to consider one of the con- 
sequences of the strict order imposed by 
English grammar on its sentences. Since 
the subject of the sentence must be placed 
before the verb and the object must fol- 
low it, it is impossible to change the order 
without changing the meaning. And yet 
there are numerous occasions when it is 
desired to begin a sentence with the ob- 
ject of the verb, to give it emphasis. To do 
this, English speakers resort to the pas- 
sive voice and cast their sentences in that 
voice, retaining the strict grammatical 
order of subject-verb-object, but still 
placing the real object of the verb, the 
patient as grammarians call it, in front 
where it is wanted. So that instead of 
saying my father saw your brother, we 
reverse it and say your brother was seen 
by my father. 

One of the results of this desire to put 
the object first to give it emphasis, which 
is quite frequent in speech and in writ- 
ing, with only one way of doing it, is that 
English uses the passive construction 
quite freely. This tendency is enhanced 
by another factor. English has no real in- 
definite pronoun like French on or German 
man, which makes English speakers re- 
sort again to the passive to express ac- 
tions in cases where the doer is not known 
or is indeterminate. It is far more usual 
to say my coat was stolen in the res- 
taurant than to say they stole my coat in 
the restaurant. Other languages, like 
Spanish, use the passive very sparingly 
and one of the commonest tell-tale signs 
that copy has been translated from Eng- 
lish is an excessive use of the passive, 
following English usage. 

The frequent use of the passive in 
English has, in fact, given rise to a pas- 
sive construction that is peculiar to Eng- 
lish. Only in English will you find a 
sentence like this: I was given the book 
by my father. It must be admitted that 
this construction allows a special empha- 
sis to be given to certain elements of the 
sentence quite different from the original 
(my father gave me the book) which is 
not possible by any other means available 
in English. 

However, in this construction, in which 
an indirect object (me) becomes the sub- 
ject of the sentence (I), the direct object 
(book) remains the object, and the sub- 
ject (my father) becomes the indirect ob- 
ject of agency (i.e., preceded by by), is 
peculiar to English and cannot be ren- 
dered directly in other languages. Note 
that the following sentences, which will 
be recognized as occurring quite frequent- 
ly in common usage, all follow this pat- 
tern: We were told these facts by an in- 
formant at the scene; the patients were 
prescribed a high-protein diet by the in- 
vestigators conducting this experiment; or 
(even without the “by’’), the fabric was 
given a second bleaching. When faced 
with this construction, the translator will 
have to choose a different one in the 
language of translation and, unless his 
choice is guided by a profound and thor- 
ough knowledge of that language, he may 
pick an improper or an ineffectual con- 
struction. 


ws Besides the general order of the ele- 
ments of the sentence, there is an interior 
order of the components of the elements 
themselves, which can also be trouble- 
some. Misplacing any one of these com- 
ponents may give a different meaning 
from the one intended. For instance, if we 
say fine ladies’ silk stockings, this would 


This is the second of two articles (the first appeared Dec. 12) dealing with the 
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mean that they were silk stockings for 
fine ladies, but if the meaning intended is 
that the silk is fine, then the order should 
be ladies’ fine silk stockings. (And inci- 
dentally, this piling up of qualifiers in 
front of nouns, which is so common in 
English, is one of the most difficult hur- 
dies a translator has to jump. However, 
we will speak more at length about this 
when we discuss form further on.) 

In English there is another difficulty 
related to this one of order of interior 
components. This happens when the qual- 
ifiers are a combination of adjectives and 
nouns used as adjectives. Take these two 
phrases: a hard rubber ball and a square 
tile terrace. What do they mean? The 
first one could mean a ball made of hard 
rubber (ebonite or vulcanite) or it could 
mean a ball that is hard, made of rubber 
(the plain, resilient kind); and in the 
second example the terrace could be oval, 
round, oblong or irregularly shaped but 
made of square tiles, or it could be a 
square terrace made of tiles of unspecified 
shape. 


In this case English does not reverse 
the components to change meaning, as in 
the case of fine ladies’ silk stockings, dis- 
cussed in the preceding paragraph. The 
rule is to insert or omit a hyphen to ex- 
press one or the other meaning. When the 
tiles are square, the phrase should be 
written square-tile terrace with a hyphen, 
whereas the hyphen should be omitted in 
square tile terrace to indicate that it is the 
terrace that is square. But this is a rule 
more honored in the breach than in the 
observance, and when a translator is con- 
fronted with a phrase without a hyphen, 
he has no way of knowing whether it was 
omitted purposely or whether it is a case 
where the writer has not followed the 
rule. He will have to guess between two 
meanings, and by the law of averages he 
will guess wrong 50% of the time. Help 
your translator by following the rule. By 
your doing so, your translator will know 
that an omission of the hyphen was in- 
tended to convey the meaning its absence 
indicates. 


Where we are likely to go astray, too, 
is in the placement of adverbs such as 
only and also. For instance, take the sen- 
tence he danced in the patio yesterday, 
and place the adverb only in several 
places and see what happens to the mean- 
ing. ONLY he danced in the patio yester- 
day means that nobody else but him 
danced in the patio yesterday. He ONLY 
danced in the patio yesterday means that 
he did not sing, eat, play the piano, nor 
do anything else but dance there. He 
danced ONLY in the patio yesterday says 
that he did not dance in the living room 
or the kitchen or anywhere else except 
the patio. He danced in the patio ONLY 
yesterday means that as late as yesterday 
he danced there. He danced in the patio 
yesterday ONLY shows that he did not 
dance the day before yesterday, or last 
week, or at any time previous to yester- 
day. 


In the simple sentence above, the spe- ; 


cial meaning given by a particular place- 
ment of the adverb is quite obvious, and 
yet in actual practice this principle is 
sometimes disregarded. The adverbs and, 
sometimes, adjectives along with them, 
tend to “float” or be shifted, with a con- 
sequent lack of preciseness of meaning. 
Take this actual example in which an- 
other very common adverb, practically, is 


used: This drug may be administered 
freely to both adults and children, with a 
possibility of practically negligible side 
effects. 

At first glance that seems to make 
sense. But does it? As it stands, this is 
what that sentence actually says: The oc- 
currence of practically negligible side ef- 
fects is a possibility to be expected from 
the free use of the drug. Is that what the 
writer really intended to say? It seems 
much more likely that, instead, he wanted 
to say either (1) that the possibility of 
side effects is practically negligible, or 
(2) that the possible side effects them- 
selves will be practically negligible. It 
would have been a simple matter to make 
the meaning unmistakable. All that was 
necessary was to say for (1) with a prac- 
tically negligible possibility of side ef- 
fects or, if (2) was meant, to say with 
the possibility that, if any side effects do 
occur, they will be practically negligible. 
Care in editing will help your translator 
give your copy the meaning actually in- 
tended. 


What Syntax Does to Copy 

In continuous text, as in a booklet, the 
differing requirements of the syntax of 
two languages is bothersome but seldom, 
if ever, does it reach the point where it 
becomes an insurmountable bar to com- 
munication. This is not the case with 
space advertisements. The condensation of 
copy made necessary by the space limita- 
tions of these advertisements introduces 
conditions which the syntactical require- 
ments of the language of translation may 
make it impossible to meet. When such an 
impossibility arises, it becomes an abso- 
lute bar to communication. This does not 
mean that the ideas expressed in the orig- 
inal language cannot be expressed in the 
language of translation, but that the par- 
ticular structure or pattern of the phrase 
expressing the idea in the original lan- 
guage cannot be used in the translation. 
The result could be the complete loss of 
the psychological effect of the original 
copy, or even an outright absurdity. 

As an example of the latter possibility, 
let us take a construction that has be- 
come quite prevalent in English and 
which The New Yorker has dubbed “the 
agency comparative.” Time and again 
readers of magazine advertisements and 
hearers of radio and tv commercials are 
told in various ways that more people 
smoke Fluffies than any other cigaret. 
There is no need to go into the logic or 
lack of it in this construction. It has been 
accepted as legitimate by English-speak- 
ing readers and listeners and it is under- 
stood by them. However, to express the 
same idea in Spanish it is necessary to 
employ a different sentence structure so 
that it comes out this way: The people 
who smoke Fluffies are more numerous 
than any other cigaret. 

There is no question but that, in this 
form, the statement is an absurdity. The 
general idea of the original English state- 
ment can be conveyed in Spanish, but 
only by using an entirely different sen- 
tence. The most common way, perhaps, 
is the statement: Fluffies are the most 
preferred (cigarets). The word “cigarets” 
would not normally be expressed in 
Spanish since the syntax does not require 
its use for the sentence to be understood, 
and because an illustration would prob- 
ably show that it is cigarets that are be- 


ing talked about. 

Each language has its own syntactical 
rules, devices and peculiarities. They do 
not always coincide in any two languages, 
particularly so if the two languages in 
question belong to different linguistic 
groups, as do English and Spanish. That 
is why, when an English text is put into 
a foreign language, the translation may 
really be a paraphrase of the original. 
This will come about because, to express 
the ideas contained in the English copy, 
the foreign language requires a different 
structure and pattern. 

One way to be certain that the trans- 
lation of the English copy will not be 
hindered by syntactical considerations is 
to take the English statement and para- 
phrase it in as many ways as possible. 
If each paraphrase is as effective as the 
original construction, there is nothing to 
worry about. Such a case, however, would 
be the equivalent of squaring the circle, 
making a silk purse out of a sow’s ear, 
or getting blood out of a turnip. Don’t 
expect it. What you will probably find 
is that some, if not all, of the variations 
will be ineffective. This is the signal that 
the translation may turn out ineffective 
also, and that you should warn the trans- 
lator about it and ask him to suggest 
other possibilities that may convey the 
full meaning and effect of the original. 
With these suggestions in hand you will 
be able to choose the one that will suit 
your purpose best. Of course, if you are 
certain that your translator is a really 
top-flight one, you may rely on his skill 
to let him do the deciding and merely 
notify you of the reasons for any devi- 
ations of his translation from the original. 
This will still keep control in your hands. 


How Form Shapes 
the Advertisement 


By form, philologists mean the changes 
introduced into words, or the addition of 
words to other words, for the purpose of 
performing certain grammatical, syntac- 
tical or semantic functions. When the 
words themselves are changed either by 
the addition of extra syllables or sounds 
or by changing the vowels of the word, 
the forms are called synthetic. When, 
instead of the word itself being changed, 
the function is performed by the addition 
of separate words with their own mean- 
ing, then the form is designated as 
analytical. For instance, greater, sang, 
and hats are synthetic forms that express 
comparison, past tense, and plural num- 
ber respectively. These same functions 
are expressed in other cases by means of 
analytical forms such as more beautiful, 
did sing, and many sheep. 

English is very sparing in the use of 
grammatical forms (compare the relative 
simplicity of English verbs with the 
highly inflected verb systems of most 
other languages, and note the almost 
complete absence of declensions in nouns 
and adjectives). Very often, the same 
word, with no change of form whatso- 
ever, can be used as a noun, a verb, or 
an adjective, and the context alone is 
relied upon to show the meaning intend- 
ed, or else the position of the word will 
indicate the function being performed. 
In the sentence my father saw your 
brother, the doer and the receiver of the 
action are indicated purely by the posi- 
tion each has in the sentence, so that in 
the sentence your brother saw my father, 
this relationship is exactly reversed. On 
the other hand, in the Esperanto sentence 
saying the same thing, e.g., mia patro 
vidis vian fraton, the accusative function 
is indicated synthetically, that is, by 
adding an -N to the noun that is the 
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receiver of the action of the verb. Thus, 
the word order of the latter is more 
flexible and can be changed at will to 
give emphasis or to take it away from any 
of the elements of the sentence for 
rhetorical effect. 


® In English, again, position allows a 
noun to be used as an adjective with no 
change in form, whereas other languages 
use forms lavishly to express this func- 
tion. For instance, gold chain, iron cur- 
tain, or felt hat can be rendered in 
Spanish only as chain of gold, curtain of 
iron or hat of felt. This feature of English 
may cause ambiguities that are sometimes 
impossible to resolve even with the aid 
of the context. For instance, the phrase 
steam generator may mean a device that 
generates steam or a generator of some- 
thing else, such as electricity, that is run 
by steam. Such ambiguity cannot happen 
in a language like Spanish, which takes 
care of this distinction very neatly by 
calling the first kind of device a gener- 
ator OF steam (generador DE vapor) 
while the second type of unit is called 
generator BY steam (generador A vapor). 

The fact that other languages require 
the use of forms, in many cases analytical 
forms, where English uses merely posi- 


tion, makes it difficult at times to obtain © 


concise and forceful headlines. Take the 
headline: THE WorRLpD’s STRONGEST COPPER- 
Rivetep HoRSE-LEATHER BELTING. This 
comes out literally in Spanish as THE 
BELTING OF LEATHER OF HoRSES RIVETED 
WITH COPPER More STRONG OF THE WORLD. 
If you think this has been contrived to 
serve just as an example, you are right. 
However, here is an actual headline 
which Lomo Consulting Service was 
called on to translate: THe Wortp’s 
LARGEST STITCHDOWN WELTING MANUFAC- 
TURERS. The Spanish version read literally 
as follows: THe MANUFACTURERS MORE 
LARGE OF THE WORLD OF WELTING FOR 
SHOoEs OF STITCHED SOLES. 


s But if this were not enough, form in- 
troduces more difficulties when we come 
to adjectives. In English, with the excep- 
tion of this—these and that—those, ad- 
jectives remain unchanged when applied 
to nouns. This is not so in other lan- 
guages. Usually their grammar requires 
that adjectives take on forms to indicate 
the same gender (masculine, feminine or, 
in some languages, neuter) and the same 
number (singular or plural) as the noun 
they modify. This means that a favorite 
device in English copy and layout can- 
not be used in other languages. I refer 
to the device of using a single adjective 
to apply to a series of nouns. This may 
take the form indicated below: 
The Improved Widget NOW has: 


In English, such a layout is perfectly 
feasible, in Spanish it is impossible. Be- 
ginning at the top, the Spanish equiv- 
alents of each of the four nouns would 
be feminine singular, feminine plural, 
masculine singular and masculine plural, 
so that four distinct forms of the adjective 
NEW would have to be used to be ap- 
plied to each of the four different forms 
of the nouns, viz. NUEVA, NUEVAS, 
NUEVO and NUEVOS. 

The requirement that adjectives agree 
with the nouns they qualify is the cause 
of many complications. If the same ad- 
jective modifies two or more singular 
nouns connected with the conjunction 
and, it is necessary to put it in the plural. 
If the nouns are of different genders, 
some sort of compromise is necessary. In 
Spanish, the difficulty is resolved by 
making the adjective masculine plural, 
so that we have la silla, la mesa, y el sofé 
rojos (the red chair, table and sofa), 
where the adjective rojos is in the mas- 
culine plural even though there is only 
one masculine noun, sofd, in the series, 
the other two being feminine. 


® Because of the need to put the adjec- 
tive in the plural when modifying two 


or more singular nouns, it is sometimes 
very difficult to translate what appears 
to be simple English sentences. Suppos- 
ing the translator comes across the fol- 
lowing sentence: “The drug has been 
found to be effective against acute men- 
ingitis and peritonitis.” Before translat- 
ing, it is necessary to determine whether 
both meningitis and peritonitis are acute 
or whether only meningitis is acute. If 
only meningitis is acute, then the adjec- 
tive must be in the singular; if both are 
acute then the adjective must be in the 
plural. Since usually the context does not 
permit him to determine which is meant, 
the translator must refer to the client for 
clarification. But because it is likely that 
these instances will be numerous in the 
copy being translated, the probabilities 
are that he will guess and do what he 
thinks it means. And so you may get an 
erroneous interpretation since there is a 
50-50 chance of his going astray. 

How much simpler it would have been 
if the copy had been especially edited for 
translation and the sentence had read 
acute meningitis and acute peritonitis, if 
both were acute, or peritonitis and acute 
meningitis if only meningitis was acute. 
That copy given for translation contains 
many of these traps is due primarily to 
the fact that the client is unaware of the 
requirements of foreign languages. It may 
be impossible for you to anticipate all 
these difficulties, but one way to resolve 
them is to indicate to the translator that 
you are aware of their potential existence 
and that you expect him to consult you 
when they arise so as to resolve all 
doubts. Many translators are reluctant to 
approach the client with questions of this 
nature, since they fear that the client may 
interpret the inquiries as a reflection on 
their copy. It must be admitted that these 
fears are justified in many cases. By ad- 
vising the translator that you expect him 
to consult you, you will dispel his fears 
and will get at times very good hints for 
improving the original copy. 

What has just been said about hints 
for improving your copy is no idle chat- 
ter. No matter how many times copy has 
been gone over, there will always remain 
some awkward or ambiguous spots. A 
translator, on the other hand, goes over 
the copy sentence by sentence. Each sen- 
tence is grammatically dismembered to 
see what belongs to what. In this process 
nothing can be missed. If there is some- 
thing in any of the sentences of your copy 
that does not parse, that is, a place where 
the thought may have gone “off the track” 
somewhere, is incomplete, or unclear, a 
good translator will find it. He will pass 
his findings on to you if you have given 
him reason to believe that you will wel- 
come such tips. 


Divorced Captions—the Bugaboo 
of Translators 

Up to now we have been talking avout 
normal copy, copy that is written out in 
full with no grammatical requirements or 
necessary links omitted. It may have been 
tightened a bit to eliminate verbosity, but 
it still contains all the elements normally 
required by the language to express the 
ideas contained in the text. It is now time 
to talk about the telegraphic copy that is 
found in captions for illustrations, dia- 
grams, and other pictorial matter where 
some linkages and elements are omitted 
because the illustrations to which they 
refer will supply the missing meaning. 

First of all we have the easy caption. 
The picture to which it belongs tells the 
whole story and the caption serves merely 
to point to it or to identify it. It may be 
a photograph and the caption may read 
something like this: Our new plant re- 
cently opened in Bibsville. The parking 
space on the right is exclusively reserved 
for our visitors. This type of caption gives 
no trouble as it stands. Now let us sup- 
pose that the space available for that 
caption allows only one line of type un- 
der the picture and that you don’t tell 
the translator about it. Whether the trans- 
lation you receive fits or does not fit 


the spacé available will be purely a mat- 
ter of chance. Not knowing about the 
space limitations, the translator will 
choose words and constructions that seem 
to him best to convey the ideas of the 
original. The result may very well be a 
caption that is too long to fit the space 
available. In many cases the translator 
might have been able to choose words and 
constructions short enough to fit the space 
without in any manner sacrificing clarity 
and meaning, had he been apprised of the 
amount of space available. He would be 
doing in the foreign language exactly 
what the original copywriter did when he 
wrote the original caption. 


® This need to work at times within very 
close space limits is what makes the job 
of translating captions so difficult, un- 
less the client cooperates. To do the job 
properly, the translator must know to 
what extent the space factor has to be 
taken into consideration in his choice of 
one wording or another. The best way 
you can inform him about the space is 
to furnish him with a dummy or layout. 
But a dummy or layout alone will be suf- 
ficient only with simple narrative captions 
like the example already given. With oth- 
er types of captions it may be necessary to 
see the illustration before the caption can 
be translated intelligently. And these are 
the kinds of captions that will be dis- 
cussed now. 

A very common type of caption is one 
used with an illustration intended to in- 
form the reader how to use a certain de- 
vice. The illustration or illustrations may 
stand by themselves or they may be used 
as part of a longer set of instructions. In 
this case the translator may find himself 
at a complete loss as to how to translate 
the captions unless he can see the illus- 
trations to which they belong. Without 
such illustrations he may not know how 
to translate the names of parts of the de- 
vice. 

This difficulty arises from the peculi- 
arities of all languages where two or 
more different mechanisms, sometimes 
wholly dissimilar, are called by the same 
name. In English, for instance, plug may 
refer to a mere stopper or it may mean a 
male electrical connection. Key is used 
to designate: (a) the device to open and 
close a lock; (b) the lever that operates 
a mechanism as in a typewriter or a 
piano; (c) a flat or tapered metal piece 
used to secure pulleys and cranks to their 
shafts, and these are only three of the 
many meanings of key. In other languages 
these different meanings are expressed 
by different words. In Spanish, for in- 
stance, the word for plug (stopper) is 
tapén, while plug (connection) is enchufe 
for a two-pronged plug and clavija for a 
single-prong plug like those used on tele- 
phone switchboards. The three senses of 
key are expressed in Spanish by (a) lave, 
(b) tecla, and (c) chaveta. From this it 
can be readily seen that without the il- 
lustrations to guide him, the translator 
would not have the faintest idea which 
word to use in the Spanish for the term 
plug or key used in the caption. And these 
are only two of many such troublesome 
words of multiple meaning. 


® But the greatest difficulty in translat- 
ing captions is in knowing how to con- 
dense the copy. As we said before, cap- 
tions are frequently written in telegraphic 
style to make them fit the space available 
for them. Since the reader will have the 
picture in view when reading the caption, 
the caption writer normally allows for 
this when condensing the copy. He will, 
therefore, be likely to omit elements and 
facts from the caption that will be evi- 
dent to the reader by looking at the pic- 
ture. But if the translator has to work 
with copy for the caption alone, without 
the picture before him, the omission of 
these elements may make it unintelligible 
to him. He may translate literally the 
words of the caption as given to him, but 
the resultant translation, when printed, 
may not make sense to the reader even 


Advertising Age, December 19, 1955 


with the picture in sight. 

Here is a case in point. In a booklet on 
pumps and water systems for the farm 
or rural home, there was an illustration 
with this caption: Removable pump house. 
Doorway should be large enough to clear 
pump and tank. This was given to a 
translator to be put into Spanish but the 
illustration was not furnished. The Span- 
ish translation submitted actually said 
this in English: Disposable pump house. 
Doorway must be large enough to free the 
pump and tank. The booklet was printed 
and distributed to Spanish-Americans. 
Several dealers wrote back to the Amer- 
ican firm asking what the caption and 
illustration meant since the caption 
seemed absurd. And it really was. But 
let’s stop here. Not knowing what the 
illustration was, would you think that the 
translation was absurd? It seems perfect- 
ly all right when it is read without the 
picture. 

When Lomo Consulting Service was 
consulted about the translation which had 
been questioned, we immediately asked 
to be supplied with the illustration to 
which the caption belonged. It turned out 
to be as follows: a line drawing showing 
a vertical section of a pump house and 
a pump and tank inside it; then, dotted 
outlines of several positions of the house, 
showing it being moved to one side on 
skids until, in its final position, it has 
been moved or displaced a distance great- 
er than its width. The doorway in one 
wall is shown passing around the pump 
and tank without touching them. The 
idea is that, when the house has been dis- 
placed (that is, moved to one side), serv- 
ice men have easy access to the pump 
and tank and removal of the pump rod 
will be unimpeded by the roof of the 
pump house. 

With the illustration showing all és- 
sentials, the corrected translation read as 
follows: Displaceable pump house. Door- 
way shouid be large enough to allow 
pump and tank to pass through. The one 
really at fault for the improper transla- 
tion was the client for not furnishing the 
first translator with all the elements 
needed for a proper translation, one very 
essential element being the illustration it- 
self. 


® By now you will have realized that 
there is only one way to have captions 
translated properly. Furnish the translator 
with the picture that the caption refers 
to. If the actual picture is not available, 
then send him a sketch showing the im- 
portant parts of the picture or, in default 
of such a sketch, send a word description 
of the picture. Only in this way can you 
be sure that the captions will be properly 
translated. Don’t blame the translator for 
a nonsensical translation of the captions 
if you have divorced the captions from 
their illustrations. 


Conclusion 

To round out these suggestions we must 
talk now of something that, while not 
directly affecting the quality of the trans- 
lation of promotional copy, nevertheless 
exerts a profound influence on the im- 
pact and effect of the copy. This is the 
topical background which will serve as 
the frame of reference for the readers of 
the copy. Most of what we hear and what 
we read is understood by projecting it 
against a background of knowledge which 
we acquire from the society in which we 
live and work through a process like os- 
mosis. The copywriter does not have to 
bother consciously about this background 
when he is writing to fellow-members of 
his own society. His own background be- 
ing identical, his writing will reflect it 
and his readers will understand him. But 
when he addresses another social group, 
even if they speak his own language, 
there is the possibility of his not being 
understood, or even being misunderstood. 
To refer in copy to somebody, for in- 
stance, and say of him that “he has two 
strikes against him” will be immediately 
understood by practically any citizen of 
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the U.S. But if that copy is intended to 
be circulated in Great Britain the vast 
majority of Britishers will not know what 
it is all about. The statement can only be 
understood by someone who knows base- 
ball, and baseball is a game with which 
the average Briton is unfamiliar. On the 
other hand, that same phrase translated 
in Spanish and circulated in the Carib- 
bean area will be instantly understood 
by the majority of the population since 
baseball has taken root in that part of 
Latin America. 


® When addressing a group other than 
his own, the copywriter must consciously 
refrain from using figures of speech that 
can only be understood by members of 
his own group. Even the whole concept 
on which the copy is based may have to 
be changed. Not long ago Lomo Consult- 
ing Service was asked to translate a space 
ad for an automobile accessory, the copy 
for which was based on the fact that this 
product could serve well under tough 
summer driving and still take care of 
cold winter starts. The ad was to appear 
in Latin America. Now, any one of us 
who has had to struggle with a balky 
engine on a cold winter morning with not 
much time to spare to make the 7:44 to 
the city will know what the ad was talk- 
ing about. But to the average Latin Amer- 
ican reader, cold winter starting is some- 
thing he reads about in the ad—but it 
makes absolutely no impression on him 
since he never has winter to contend with. 
When we pointed this out to the client, 
they immediately saw the point and re- 
vised the copy to show something else 
that would be known to and have mean- 


Employe Communications... 


ing for the reader in Latin America. 


= When you give out copy for transla- 
tion, be sure it is copy that has been 
adapted to the particular market. Don’t 
think that you can take copy that has 
been written for the U.S. market, trans- 
late it “as is” without change, and then 
have it do the same job for you abroad 
that it did here. The way things are done 
here and the way things are done in other 
countries vary greatly in many depart- 
ments of business, social and home life. 
We take things as they come, but if our 
how we can get more for less effort, but 
the way we attain our goals may be dif- 
ferent. Vacuum cleaners are sold to Amer- 
ican housewives on the promise they will 
cut down their chores. To sell them to 
the middle-class Latin American house- 
wife on the same promise will not get 
very far since she does not do the work 
herself but instead hires cheap labor to 
do it. On the other hand, if the same La- 
tin American housewife is approached on 
the promise that with a vacuum cleaner 
she will need only one upstairs maid in- 
stead of two, this is a saving she will 
understand. 


® And, now, you’re on your own. I hope 
that the suggestions advanced here will 
be of help to you in keeping the transla- 
tion out of your translated copy. One 
more bit of advice: Don’t expect to find 
in your translated copy an exact corre- 
spondence with what you say in your 
original text. As a matter of fact, if you 
do find such an exact correspondence, be 
wary of the quality of the translation. 
Good luck! 


Doing Public Relations a Good Turn 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


When a mighty explosion occurred last 
Aug. 27 at the Whiting refinery of the 
Standard Oil Co. (Ind.), four of five key 
staff men of the organization’s p.r. de- 
partment were sound asleep in their beds, 
and a fifth was away on vacation. In a 
matter of minutes, however, Conger Rey- 
nolds and his associates went to work on 
one of the roughest public relations prob- 
lems in the history of the profession. What 
made its relatively smooth solution pos- 
sible is that, long before, the possibility 
of explosion and fire had been considered. 
The public relations men knew what to 
do when it happened. 


® The efficiency with which the outlets 
of public information—press, television 
and radio—were handled is by now quite 
well known. A team of public relations 
staffers has told its story, modestly and 
earnestly, from several public platforms, 
and it needs no re-telling here. Even the 
most seasoned of publicists has sat, im- 
pressed and sometimes awed, as one of the 
best p.r. jobs in years was unfolded. 

At one such gathering (a joint meeting 
of the Chicago chapter of the Public Re- 
lations Society of America and the Pub- 
licity Club), two manufacturing depart- 
ment heads of concerns other than Stand- 
ard were guests. Neither had had any 
close experience with public relations; 
one admitted that he wasn’t really quite 
certain what public relations is. Their 


warm approval of the handling of the 
Whiting situation seems less significant 
than the conclusions they drew from it. 

“This floors me,” one of the executives 
commented after the meeting was over. 
“Why, we are in the same vulnerable 
position with regard not only to fire, but 
to floods, strikes and a dozen other things 
that could close our plant down. Yet we 
have made no preparation for anything. 
We take things as they come, but if our 
plant had been Standard’s Whiting plant, 
all of us would have gone off in all direc- 
tions. We would have messed this thing 
up beyond description.” 


ms The presentation had a cleansing and 
sobering effect on the second official also. 
He recalled that a blizzard in his com- 
munity the year before had been respon- 
sible for the plant’s closing for a day; 
however, poor communication among em- 
ployes and the community closed it down 
for two more, because the grapevine 
caught up the word that the plant was to 
stay closed until necessary repairs were 
made. No repairs of consequence were 
necessary, but the people didn’t know it, 
didn’t show up for work and two days’ 
production was blown away with the 
blizzard. 

The telling of the Standard story is 
doing public relations itself a good turn. 
Listening between the lines, the execu- 
tive skeptic in the audience begins to see 
that public relations can do a quietly 
efficient day-to-day job and, when the 
heat is on, it can also turn in a miracle 
of performance. 
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There is a good deal of competition 
among stores in any metropolitan com- 
munity. The relatively tepid and un- 
exciting advertising copy they use is no 
index of the basic competitive situation 
existing among them. There is an ur- 
gency and pressure and imminence 
about retail merchandising that doesn’t 
seem to reach the day-to-day item ads 
in the papers. 

The squeeze of deadlines on ad staffs 
is another matter, full of last minutes, 
narrow squeaks, hurry, and bustle, Pro- 
duction is like an Irish jig, but eopy is 
largely pedestrian and bloodless. 


® Few advertising executives are in a 
position to fight for, and get, the consid- 
eration they should have for schedules, 
adequate staff, and adequate staff com- 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


pensation. That doesn’t help advertis- 
ing. This is not to justify, but is in ex- 
tenuation of, retail advertising’s gener- 
ally colorless and lifeless character. 

Is this exhibit above another evidence 
of much of today’s advertising’s spirit- 
less lockstep? 

Here are some store signatures from 
one day’s glancing at Philadelphia 
papers. It looks as though the stores had 
got together and said: “Look, it’s too 
hard to try to be different, let’s all use 
about the same kind of Christmas signa- 
ture—say a Christmas tree ornament.” 

Of course that didn’t happen. At 
least I don’t think it did. 

But there isn’t much testimony here 
to advertising’s big-season resourceful- 
ness. You won't find things a great deal 
different in most other cities. 
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Coming 
Conventions 


*Indicates first listing in this column. 

Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Roosevelt, New 
York. 

Jan. 21-22, 1956. Advertising Assn. of 
the West, midwinter conference, Paradise 
Inn, Phoenix, Ariz. 

Jan. 22-25, 1956. Newspaper Advertising 
Executives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago. 


BACK © DATE * MAGAZINES 
More than 2,000,000 in stock 
MAIL AND PHONE ORDERS FILLED 

MIDTOWN MAGAZINE SHOP 


1105-6th Ave. (bet. 42 & 43 Sts.) 
New York 36, N.Y. + BR 9-2897 


*Jan. 26-28, 1956. Assn. of Railroad Ad- 
vertising Managers, annual meeting, Bilt- 
more Hotel, New York. 

Jan. 29-Feb. 1, 1956. National Advertis- 
ing Industries Exposition, Morrison Hotel, 
Chicago. 

Feb. 9, 1956. Associated Business Pub- 
lications, annual midwest conference, 
Edgewater Beach Hotel, Chicago. 

Feb. 24-25, 1956. Northwest Daily Press 
Assn., 37th annual meeting, Radisson Ho- 


tel, Minneapolis. 

March 2, 1956. Associated Business Pub- 
lications, annual eastern conference, 
Roosevelt Hotel, New York. 


*March 2-3, 1956. Midwestern Advertis- 
ing Agency Network, first quarterly busi- 
ness meeting and competitive display, 
Drake Hotel, Chicago. 

March 14-16, 1956. Assn. of National 
Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

*March 22-24, 1956. Advertising Federa- 
tion of America, Fourth District, annual 
convention and southeastern advertising 
conference, Orlando, Fla. 

April 8-12, 1956. National Business Pub- 
lications, spring meeting, The Homestead, 
Hot Springs, Va. 

April 10-12, 1956. Point-of-Purchase 
Advertising Institute, symposium and ex- 
hibit, Hotel Sheraton-Astor, New York. 


I'VE NEVER HAD $60 


News. THE 


FOR ANYTHING AS FOR JOBBER PropucT 
INDUSTRY MUST LOOK UPON 
IT AS MIGHTY USEFUL! 


MANY REQUESTS 


™ 


Jobber Product News is published by 


publishes Transportation Supply News (Founded 1945). 


22 West Madison Street (Suite 650), 


Stanley Publications, Inc. which also 
General Offices: 


Chicago 2, Illinois—FRanklin 2-7450 


April 15-19, 1956. National Assn. of Ra- 
dio and Television Broadcasters, 34th an- 
nual convention, Conrad Hilton Hotel, 
Chicago. 

April 15-21, 1956. National Brand Names 
Week. Annual Brand Names Day dinner, 


April 18, Waldorf-Astoria Hotel, New 
York. 
April 26-28, 1956. American Assn. of 


Advertising Agencies, spring meeting, The 
Greenbrier, White Sulphur Springs, W. Va. 

April 27-29, 1956. Advertising confer- 
ence sponsored by the University of 
Michigan, Ann Arbor. 

April 30-May 2, 1956. Assn. of Canadi- 
an Advertisers, 41st annual convention, 
Royal York Hotel, Toronto. 

*May 6-8, 1956. Magazine Publishers 
Assn., 37th annual meeting, The Green- 
brier, White Sulphur Springs, W. Va. 

May 14-16, 1956. National Newspaper 
Promotion Assn., 26th annual convention, 
Hotel Cleveland, Cleveland. 

*May 14-17, 1956. First Advertising 
Agency Group, annual conference, Hotel 


Statler, Boston. 

May 20-23, 1956. National Industrial 
Advertisers Assn., 34th annual conference, 
Palmer House, Chicago. 

May 24-27, 1956. Associated Business 
Publications, annual spring conference. 
The Homestead, Hot Springs, Va. 

June 3-6, 1956. National Sales Execu- 
tives International Distribution Congres 
and Sales Equipment Fair, Conrad Ifilton 
Hotel, Chicago. 

June 10-13, 1956. Advertising Federa- 
tion of America, annual convention, 
Bellevue-Stratford Hotel, Philadelphia. 

June 20-22, 1956. American Marketing 
Assn., spring conference, William Penn 
Hotel, Pittsburgh. 

June 24-28, 1956. American Newspaper 
Classified Advertising Managers Assn., 
36th annual convention, Long Beach, Cal. 

June 24-28, 1956. Advertising Assn. of 
the West, 53rd annual convention, Los 
Angeles. 

July 1-4, 1956. Newspaper Advertising 
Executives Assn., summer meeting, Em- 
press Hotel, Victoria, B.C. 

Aug. 24-28, 1956. Mail Advertising Serv- 
ice Assn., 34th annual convention, Drake 
Hotel, Chicago. 

Sept. 23-25, 1956. Advertising Federa- 
tion of America, Tenth District conven- 
tion, Shamrock Hilton Hotel, Houston. 

*Sept. 27, 1956. Magazine Publishers 
Assn., fall meeting, Westchester Country 
Club, Rye, N. Y. 

Oct. 1-3; 1956. Direct Mail Advertising 


Assn., annual convention, Hotel Statler, 
New York. 
Oct. 11-13, 1956. Pennsylvania Publish- 


ers Assn., annual convention, Bellevue- 


Stratford Hotel, Philadelphia. 
Oct. 15-16, 1956. Agricultural Publish- 
ers Assn., annual convention, Chicago 


Athletic Assn., Chicago. 

Oct. 18-19, 1956. Audit Bureau of Cir- 
culations, 42nd annual meeting, Drake 
Hotel, Chicago. 

Oct. 22-23, 1956. Boston Conference on 
Distribution, Hotel Statler, Boston. 


S. C. Johnson Names Male 

S. C. Johnson & Son, Racine, 
Wis., has appointed W. H. Male 
Ltd., Honolulu, to handle advertis- 
ing for all Johnson’s wax products 
in the Hawaiian Islands. Major 
medium will be tv. 


Hoffman 


Peabody 
AD COUNCIL GET-TOGETHERS—Charles E. Wilson, 


Francis 
Repplier 
board chairman of 


W. R. Grace & Co., and Clarence Francis, former chairman of 

General Foods (top), chat at the annual Advertising Council dinner 

in New York. Mr. Francis was presented with the Cowuncil’s 1955 

public service award. Mr. Wilson was the winner last year. The 

lower photo shows Paul G. Hoffman, chairman of Studebaker- 

Packard Corp., talking with Stuart Peabody of the Borden Co. and 
T. S. Repplier of the Ad Council. 


State Pharmacal Sets 
$1,000,000 Drive for All-in-One 


State Pharmacal Co., Chicago, | 


has planned an advertising budget 


of $1,000,000 for its All-in-One re- 
ducing capsules during 1956—the 
largest budget ever used for the 
product. Media will include news- 
papers throughout the country, 
rotogravure sections, Puck—The 
Comic Weekly, trade publications, 
radio and tv. 

Schwimmer & Scott, Chicago, is 


| the agency. 


SAN FRANCISCO 
V 


alee as 
prises 


65 miles from Los Angeles, reached 
by only Y2 of 1% of the total cir- 
culation of the major Los Angeles 
newspapers. Definitely an inde- 
pendent market. 


_ RIVERSIDE 


Britam 


‘SAN BERNARDINO — 


SAN BERNARDINO - RIVERSIDE 


Metropolitan area's NATIONAL ranking is... 
5th in Drug Store Sales Growth 


Sth in Population Gain, 1945 (49th), 1955 (32nd), 1965 (22nd) 
9th in Food Store Sales Growth 
TOth in Furniture, Household-Radio Store Sales Growth 
T2th in Population Growth in 1945-1955 

12th in €.8.1. Net Dollar Growth 

W3th in Total Retail Sales Growth 

W th in General Merchandise Store Sales Growth 


Spiegel Plans to Sell 
12 California Stores, 
Last of Retail Group 


WASHINGTON, Dec. 13—Spiegel 
Inc., Chicago mail order house, 
expects to sell its 12 California 
stores, the last in its retail division, 
in the near future. 

The company disclosed its inten- 
tion in a statement filed with the 
Securities & Exchange Commission 
last week, registering 60,500 shares 
of $2 par common stock that it 
will offer to officers and key ex- 
ecutives under a restricted stock 
option plan. 

The company announced early 
this year that it was liquidating 


‘its retail operation and expanding 


its mail order division, where the 
return was consistently greater 
than from the specialty stores 
(AA, April 4). 


® The 12 California stores, which 
retail men’s and women’s apparel, 
household furniture, appliances 
and jewelry, are the last of the 
134 specialty stores the company 
owned a year ago. However, 
Spiegel is continuing to operate 
five outlet stores in the Chicago 
area, considered part of the mail 
order operation. 

Spiegel told stockholders in its 
1954*annual report that a costly 
rehabilitation and expansion pro- 
gram would be needed if it were to 
continue its retail business, and 
therefore the company decided to 
abandon the retail operation and 
concentrate on mail order. 

The company reported a loss of 
$2,290,480 in 1954, largely because 
of special charges incurred in dis- 
posing of the first group of retail 
outlets. 


Walker Joins Dorothy Gray 
Robert Walker has been named 
advertising manager of Dorothy 
Gray Ltd., New York. He was pre- 
viously advertising manager in 
charge of print media of Whitehall 
Pharmacal Co. 
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NARTB May Sponsor 
Scheme to Measure 
Radio Circulation 


WASHINGTON, Dec. 13—The am 
radio committee of the National 
Assn. of Radio & Television Broad- 
casters hinted last week that radio 
may also set up a circulation 
measurement system if the present 
investigations looking toward a 
continuing tv circulation measure- 
ment service prove successful. 

Radio’s interest in the circula- 
tion measurement problem was 
expressed after the am _ radio 
committee heard a report from 
NARTB President Harold Fel- 
lows, who is hoping for a decision 
on proposals for tv measurement 
service by the time the NARTB 
tv board meets next February. 

On the basis of Mr. Fellows’ re- 
port radio committee members 
suggested that the result of the tv 
investigations should be turned 
over to NARTB’s radio board “so 
that a possible adaptation of the 
plan for radio can be considered.” 


= NARTB has already announced 
that study groups are nearing a 
decision on their long investigation 
of sampling methods for a contin- 
uing measurement of tv circula- 
tion. A final report on methodolo- 
gy studies which have been made 
by the Alfred Politz organization 
will be reviewed by NARTB’s re- 
search subcommittee in New York 
this week. | 

On the basis of this report, the 
committee is expected to deter- 
mine whether it would recommend 
that NARTB form an independent 
organization to operate the circu- 
lation service, which industry 
members describe as “TV’s Audit 
Bureau of Circulation.” | 


Kircher, Helton & Collett 
Appoints Seven to Staff 

Kircher, Helton & Collett, Day- 
ton, has appointed seven persons to 
its staff as part of an expansion 
program. J. J. Westerman Jr., for- 
merly an account executive with 
Mumm, Mullay & Nichols, Colum- 
bus, has been named an account 
executive on the Frigidaire account 
(air conditioning and commercial 
refrigeration). John J. Manning, 
previously associate media direc- 
tor of Joseph Katz Co., has been 
named media director, to head a 
new media department. R. Henry 
Shine, formerly ad manager, air 
conditioning division, American- 
Standard, joins the creative and 
planning staff, and Fred D. Norris, 
previously supervisor of publica- 
tion advertising, Frigidaire, has 
been named an assistant account 
executive. 

In addition, three members of 
Frigidaire’s advertising depart- 
ment have joined the agency’s 
creative and planning staff. They 
are Michael S. McCarthy, Frank 
E. Potts and Jim Dapp. 


ABP Opens 2nd Jesse Neal 
Editorial Awards Competition 
Associated Business Publications, 
New York, has invited editors of 
its member: publications to com- 
pete in the Jesse H. Neal Editorial 
Achievement Awards, established 
last year in honor of ABP’s first 
managing director (AA, June 7, 
1954, May 30, 1955). The awards, 
for material published in 1955, are 
to the individual editors. Entries 
must be submitted before Feb. 15, 
1956, to Dean Kenneth E. Olson, 
Medill school of journalism, North- 
western University, Evanston, Ill. 
Winners will be announced at the 
National Conference of Business 
Paper Editors meeting in Washing- 
ton in the spring. 
Dean Olson is chairman of the) 
judges, and serving with him will | 
be faculty members of Medill. The’ 
awards committee includes Harold | 
E. Green, Printers’ Ink, chairman, | 


and Floyd G. Arpan, Medill; C. 
Laury Botthof, Standard Rate & 
Data Service; C. M. Burnam Jr., 
Heating, Piping & Air Condition- 
ing; Paul E. Clissold, Clissold Pub- 
lishing Co., and Richard Schreiber, 
Vend. 


General Mills Adds Frosting 
to Betty Crocker Mix Line 

General Mills has added a new 
7-minute frosting mix to its 
Betty Crocker line of food pro- 
ducts. The new product, Angel 
Fluff frosting mix, currently is 
being introduced in the south- 
western, north central, east cen- 
tral and southeastern states. Na- 
tional distribution is scheduled 
soon. 

Each package contains one en- 
velope of mix ingredients. The 
cook has only to add boiling water 
and mix. There is enough frosting 
from a package to cover a large 
two-layer cake. Batten, Barton, 
Durstine & Osborn, Minneapolis, is 
handling. 


Merchandise Mart i] 


Gets TV Facility. 
Exhibit Hall on Roof 


Cuicaco, Dec. 13—The Merchan- 
dise Mart, world’s largest commer- 
cial building, will soon be even 
bigger, Joseph P. Kennedy, the 
building’s owner, has announced. 

Included in the enlargement 
program is the development of the 
entire roof area, including con- 
struction of a color tv warehouse 
and workshop by National Broad- 
casting Co. and the erection of a 
new exhibition area designed for 
the introduction of new lines and 
new products for American in- 
dustry. 

The development also will in- 
clude a school for retail buyers, a 
program of guided tours for the 
public held in conjunction with 
NBC and a series of continuing 
exhibits of new products and new 
merchandising methods. 

The appointment of Thomas 


51 


King as v.p. in charge of advertis- | served as publicity director of Chi- 
ing, marketing and promotion, also cago Stadium, will be in charge of 
was announced by Mr. Kennedy. ‘all promotional activities for the 
Mr. King, who for eight years Mart. 


il 


Frankly, many enthusiastic COUNTRY AND 

WESTERN JAMBOREE fans have never seen 
the country or the West . . . 
If you are sitting on a hunk of either—in the form 
. well, hundreds of 
those dreams will come true this season at a nice 


except in their dreams. 
of a resort or transportation . . 


profit to someone. Why not you? 


“Write today For Facts and Rate Card! 
sat Country and Western JAMBOREE! 


By the publishers of DOWN BEAT 
2001 Calumet Ave., Chicago 16, Ill. 

Down Beat — Up Beat — Country and Western Jamboree — Recora 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Articulos Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Articulos Electricos Catalog File — Bebidas Annual Directory 
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STUDY SHOWS 


FUNCTIONAL COLOR (68 Ads) 


NON-FUNCTIONAL COLOR) 


DEFINITIONS 


Functional color use includes: high-lighting key words, 
product features, design, structure, installation or operation; 
defining elements of charts, routing reader attention, etc. 


Medium—“POWER" 


INDEX OF NOTED* SCORES 


FUNCTIONAL COLOR (68 Ads) 
NON-FUNCTIONAL COLOR(78 Ads) 


INDEX OF READ 


*NOTED—the per cent of readers who remembered they had seen the advertisement, 
**READ MOST—the per cent of readers who had read 50% or more of the text. 
Reports by Daniel Starch and staff. 


TO DETERMINE the effects of Functional 


versus Non-functional use of color upon adver- 
tising readership, the McGraw-Hill Research 
Department analyzed 1,200 personal interviews 
with the readers of a single business publication. 
To eliminate bias, the study was based upon 
146 black and red single page advertisements 
placed by 18 advertisers—all of whom used both 
Functional and Non-functional color in adver- 
tising the same products at some time during 


the test year. 


THE RESULTS: As shown in the above chart, 
advertisements using color functionally, scored 
19% higher ‘‘NOTED”’’, and 32% higher 
“READ MOST”’, than those where color was 
used in a non-functional capacity. 


NIcGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 


HW) 330 WEST 42nd STREET, NEW YORK 36, N.Y. @ 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL PUBLICATIONS 


Visibility and Readership of 
FUNCTIONAL VS. NON-FUNCTIONAL COLOR 


MOST** SCORES 


Non-functional color may include use solely in trademark, 
product or company names; color frames, panels, unrelated 
background artwork, or any purely decorative elements. 


1955 


CONCLUSION: This study (summarized in 
Data Sheet 3026) indicates that careful plan- 
ning in the functional use of color can greatly 
increase both visibility and readership. Further 
information concerning color use, relative visi- 
bility values of standard colors, cost compari- 
sons, and pertinent readership surveys is con- 
tained in Data Sheets 3010, 3021 and 3022. 


oe 2: 2 


TO SERVE YOU: McGraw-Hill Research is 
one of the services maintained by the McGraw- 
Hill organization for its advertisers. If you want 
facts on subjects related to business paper ad- 
vertising performance and effectiveness, ask 
your McGraw-Hill man. 
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Along the 


Media Path 


NBC Films is promoting its new 
tv film series, “Crunch and Des,” 
Philip Wylie’s intrepid Florida 
fishermen who have appeared in | 
The Saturday Evening Post, with 
a four-page mailer reproducing | 
one of the stories that ran in the 
Post. The front of the mailer is a 
Post cover. 


e The First Iowa Farm and Home 
Improvement Show will be spon- 
sored Oct. 10-11 next year by 
lowa Farm & Home Register, the 
monthly farm magazine published 
as a part of the Des Moines Sun- 
day Register. The purpose of the 
show will be to demonstrate new 
and improved farming techniques, 
new farm machinery and allied 


™ 
UM tue uti Booxter 
e 6 
g that asks admission 
Letting me in does not obligate you. 
You can shelf me... lay me aside, or 


JAY P pick me up for reference, but let me 
* in first. There's no obligation. Write 


WALK aovertisins typocrarny 


11 E. HUBBARD ST., CHICAGO 11 © MO 4-6134 


products of all kinds. Home im- 
provements and appliances will be 
featured too. 


) 
: 
! 


e With the January issue, New 
England Home Equipment Dealer 
shortens its name to New England 
Equipment Dealer. 


e Seventeen’s “Dream Room for a 
Teen Star” feature in the January 
issue, which creates an ideal room 
for Heller Halliday, daughter of 
Mary Martin, has seven manufac- 
turers tying in with their merchan- 
dise. In addition, 22 department 
stores across the country will join 
in the promotion. 


e House Beautiful’s Frank Lloyd 
Wright issue a few months back 
has sold 1,000 copies in bound vol- 
umes at $3.50 each. That particular 
issue, incidentally, made some 
notable firsts for the magazine. It 
was the first $1,000,000 issue, with 
an alltime high in advertising con- 
tent. It was also the largest issue— 
388 pages—in the magazine’s his- 
tory. 
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e Time has put out a large folder | 
detailing how retailers tied in with 
its campus fashions promotion in 
1955. Time’s promotion message is 
to the point: Today’s college 
student is tomorrow’s successful 
executive, and Time is working to- 
ward getting that future exec on 
its subscriber list. 


page booklet, “Your Seat on the 
Board.” The brochure shows how 
the Times’ circulation parallels the 
concentration of U.S. industry and 
management. 


@ The Peoria Journal Star marked 
its 100th anniversary Dec. 17 with 
the completion of an expansion 
program costing more than $2,000,- 
000. On that day it occupied its new 
building on the heights above the 
Illinois River, and it put out its 
first edition on its new eight-unit 
Goss Headliner press. 


e KFSD-TV, basic NBC affiliate 
in San Diego, has become the first 
tv subscriber to AP Photofax 
Service in the state of California. 


eA new 64-page booklet just 
issued by American Builder, 30 
Church St., New York 7, dis- 
cusses “How to Sell the Light Con- 
struction Market.” 


e Music and news without inter- 
ruption for commercial messages 
will be the holiday treat in store 
for listeners to WPAT, Paterson, 
N. J., on Christmas and New Year’s 
days. The station announced it has 
canceled all commercial commit- 
ments for that day in order to bring 
its listeners “complete holiday en- 
tertainment.” Emphasis will be 
placed on music, interrupted only 
at the half hours for brief news 
summaries. 


e The Houston Post’s Christmas 


® The business and industrial) 
market covered by The New York|@ 
Times is the subject of a new 40-| 
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Advertising Age, December 19, 1955 


FOR COMMUTERS—“Do your holiday 
shopping in Holiday,” the maga- 
zine urges, using these dioramas 
in railroad stations in New York, 
Boston, Chicago, and San Francis- 
co. Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


high for any issue over the past 
eight years and an alltime high for 
that month. This issue also com- 
memorates the 25th anniversary of 
the publication. 

The Chicago Tribune’s winter 
vacation section on Dec. 11 carried 
a record volume of advertising 
from resort and travel advertisers. 
More than 300 hotel, motel, resort 
and travel ads were included. 

The Sunday, Dec. 4, issue of the 
Philadelphia Inquirer was the 
largest the newspaper has ever 
published. It contained 505,000 
lines of advertising. Included with 
the issue was the biggest Today 
supplement section in history—100 
pages representing more than 55,- 
000 lines of advertising, more than 
120 advertisers and 41 full-color 
ads. 

The 60th anniversary issue of 
Field & Stream in November had 
the largest paid circulation of any 
issue ever published by the maga- 
zine. Net paid circulation, based on 
publisher’s estimates, will exceed 
1,015,000. 


us once and Of this gift guide, a special supplement| yaprR Adds 160 Members 
you'll try us thrice McGRATH we are quite sure fixcton's “leading Mares, "went |Duting Year; Plans New Drive 


Our halftone work 
is O, so nice! 


An ad-man’s 
headache cure 


| 
COLOR AND BLACK-AND-WHITE} 
DAY AND NIGHT SERVICE 


'from a scheduled 24 pages to a 56- 
'page advertising tabloid. The pa- 
per is also planning another year- 
end issue, “The Golden Crescent 
Edition,” for Jan. 29, 1956. It will 
‘be devoted to the frontier devel- 


‘opment along the Texas Gulf Coast. 


e Sports Illustrated’s “The Sport- 
ing Traveler” section, which AA 
reported Dec. 5 would start in the 


The National Assn. of Radio & 
Television Broadcasters now has 
1,999 members, a gain of 160 or 
10.4% over a year ago, the associa- 
tion has announced. William K. 
Treynor, manager of station rela- 
tions, has reported that as of Nov. 
15, NARTB has in membership 1,- 
260 am stations, 326 fm stations, 
278 tv stations, 127 associates, four 
tv networks and four am networks. 


| radio and television members will 
|be conducted separately, but will 
|run concurrently. 


NBC Promotes Treacey, 
Feinberg, Werner 


John C. Treacey, formerly head 
of the Cleveland office of NBC 
Spot Sales, has been transferred to 
Detroit as manager of tv sales for 
the network-owned representative. 
He succeeds Allan Kerr, who has 
resigned. For the time being, 
Cleveland sales will be handled by 
NBC Spot Sales representatives in 
Detroit. In New York, Harriet 
Feinberg, formerly advertising and 
promotion manager of WABC and 
WABC-TV, has been named radio 
promotion supervisor of NBC Spot 
Sales. 

Mort Werner, director of partic- 
ipating programs of NBC-TV, New 
York, has been named national 
program director of the network, 
succeeding Sam Fuller, who has 
been transferred to Hollywood as 
director of special projects. 


KOA, KOA-TV Name NBC 

NBC Spot Sales has been ap- 
pointed to represent KOA and 
KOA-TV, Denver, effective Feb. 1, 
1956. The stations formerly were 
handled by Edward Petry & Co. 


The Easel Portfolio That Dis- 
plays One Sheet at a Time 
As each sheet is viewed, it is 

flipped over the top. Special con- 

struction allows all sheets to lie 
perfectly flat without expensive 


| Jan. 30 issue for resort advertisers, | He said the figures represent gains cloth hingi ng. Loose leaf. 
: te ly lift Vi t the 
‘has been deferred indefinitely.) over last year of 11% for am, 6.1% nny A. cod, am 7 


|Meanwhile the magazine will en- 
‘courage low-budget resort adver- 
tising by reducing minimum ad 
size from 35 to 14 lines. 


@ Department of New Laurels: 
The December issue of Esquire’s 
Apparel Arts will carry 148 pages 


for tv, 9.5% for associates and 33% 
for am networks. 
In addition, NARTB now has 261 


'subscribers to the television code, 
/and 32 special service subscribers. 


The membership committee has 
approved plans for an intensive 
membership campaign to run from 


of advertising, which is a record Jan. 15 to April 1, 1956. Drives for 


easel sets it up firmly. 
Carried in stock in four sizes. 


SEND For Full Line Folder 


1702 W. Washington, Chicago 12 


MEREDITH Zadeo aad Vhwison STATIONS 
affiliated with better Homes and Ee and Successful Farming magazines 


SYRACUSE 


iat CITY — 


JOHN BLAIR & co. 


Channel 6 - 
NBC 


BLAIR TV, INC, 


: 
re , = et hes 3 ’ : 
; ice ee | e 
a — a 
ws ry : a 
a. ae em, fas a - 
ee ee Se oe ee sae 
| a 
a ; 
OS. ee eee ee a : 
ee 
| y 
a S=—_—__eeeS—wS  ss\VOvOWv—OX— % 
i See ORE OR OE 
3 | | 
; | ‘&. Saeeee 
hi 1D, VEEN! ST ee 
\ i : : b ia . : 
2 \ 4 1 pica : tag ay | " 
| U \, | me ic lt 
| > . y 1 7 - { : 
: . : 7 : > e . H A 
Wy ; ; “ae OH Peseatums = q 
i ante y St aye A, i | 
+ 1 Se Eyes es ‘ SO fod te Ta 
THAMAS FE Bie oa ’ Wes Or A ects a 
‘oo tet tet : mee ‘ 
; ae ae ° % 
~ ¥ ees ngage 4 ‘ ‘ , 
any en So 7 | 
o . ae S65) - oe MORE WITH A 2 
oF yi ) | 
* I. > a Telephone i = mM AO 
Délowore 7502 “3 Commarsvl[er 
t =(o/ /*® 
« TD | ee — : 7 
\ \ | ; zt ee | 
aw] i v4 
SX _ Ze i a V Af N pe 
S 14 oa R -' BA ~) | fa 
VAN -' Z@ ' 
; 3 r i 4 @ i ) = re 
i ee 2 i “ay 
ee on a i \ 
aN see a i \ 
eS ry | 
i 
t 
i ee | 
i oe 
! i 
u  * 
pene nnenarannnesacncennn | S2beJosbe, Gre. bike 
: : 
Photo Engravings ee 
. 
NN 
a . 
zt) 
rs Dy 
L a 
‘ ‘i le ie ¥ Es i Cig ot 1 ek ee ere bs a " sy re eee ee ear | it Bet a 
4 ig oS Goes eo j - _ aT aa ie _ ag eB ek 
: hi ra © by: we a ig : 
| if en. bs ek a ee , 
é ore a 5 = : xe oS ale . 
a me ’ ‘ ree Tks Hie Be te sa — : E baa igh ' 
& ae eer, Ve gta _ ae re re ees s 
2 OR. No ae ee RADIO TV Seen eS ay RADIO TV 
— 810 oil Channel 5 620 kc. Channel 8 WieyTe) ke. \ Ghiine: 5 590 ke. 
o> css \ css WT. css = TS Rare Sie ga cess sx 
eo: aps be oa 5 . : % - P| ; 
nome Bm by KATZ AGENCY ER AER Po ; 
q , 
gy AS ca aa Sn an ete Sao Mace Mame Re Saruc & Mae | eee a es ee Stan ie ig Oe aeRO OL EY eng Ne Wi ide eS ee SS at TS i ay De eA OE ae Wa se eee ae a RE af * sree yd se 2 gaa et Se ie 
ae TERS os Se IS Ro api SI 1 WA DOA ES Oe on gly at en a gerne CMe a Aaa SY Rye geeel mere Rit WEN Tarte: aes sey. dew Che Pach Pe. Aae [t Demir owned | 2 PRR REP Oe MME. Fk gt 
r ’ nA Me Silent har inte? SOULE Es «4 ee ey Ses Se Saag te fel Phe, Re de cet, a oR OF Vie re ee er BB i SPN iis aT al AS Oot Spot aR rgdn 2 ONG Onc lh die gah eee A Mae eel ont “aces SENN eM Medes Tig 2 ORM RN ies LR a kts! ee 
LStraiat ee rae RAS” se raeae a, Saar eee ee ELA ta Do MEL mere ec SE DER IRE yo sm Meche cur seen eee ae Mey Sed Lee ate Pe ee eam ee ai Pree ale a, A Se Se 27) 
i Bae, es ' AROS aeaear ok eg es ee a ee Peon e tien. apes Le Be ate: Bae se Ae ge PPB Gk pat, Di IG ay 2 ps ee pipes rt st 
Tes te eer, “ee Oe: garg Eh cs . ae fo ome EA 1 oe gS iat Bi ni Oo Pia aie a : RMT ho ean Nn ONS Sage MRE tt eae Bee any Pn eo Nite ep an An eal, Ra See a Sd Ee AN PRS be ce ee 8 eae ea Let A ings Aged Ra gh. A ee ok! eg 4 eS tage hes « ON 
yp ght, 5 a ga gp Ger eS ot hod UR ee, Pa ie Mg EG ET Sa POPE es Fe cane tbe hic Wh Mo GaN 3 ey Peg) a tae gee GS ke Dniage cated BO o> Balakin nee ar ahs ae i, eae ab yer PE ere eS Se I ON Ge eRe ey > eT ede 


Advertising Age, December 19, 1955 


Macstacterers, Retailers, institeten and Building Managers 


CASH FOR YOUR 
WASTE PAPER 


best housed people on earth Packaging must keep 
Co Sas ae a 
for this purpose. 
ppt ep or von ass pn) 
in new paperboard production is at the rate of four 
thousand carloads a week. Yet more and more is 
needed to keep packaging paced to America’s needs. 
Becanse quectition odors cartaie minimums are 
required, be care to mass arrangements with e 
Waste Paper Dealer before you start your program. 


CALL YOUR WASTE PAPER DEALER—listed on PAGE 
2173 IN CHICAGO CLASSIFIED PHONE DIRECTORY 


CHICAGO WASTE PAPER CONSUMERS 


WASTE PAPER DRIVE—This ad ran last 
week in the Chicago Tribune and 
will run in the other three Chicago 
dailies as part of a two-month 
drive, the first of its kind since the 
Korean War. Frank Block Asso- 
ciates, St. Louis, placed the ad for 
10 midwestern paperboard mills. 


Ten Mills Set 
Joint Ad Push to 
Collect Scrap Paper 


Cuicaco, Dec. 13—An ad cam- 
paign to stimulate the collection of 
scrap paper and boxes started here 
last week. 

The drive was kicked off Dec. 5 
with a quarter-page ad in the 
Chicago Tribune. Similar ads will 
appear in the next five weeks in 
the three other Chicago dailies. 
Smaller-size ads also will run in 
the four newspapers during the 
drive. 

This reportedly is the first ad 
drive for scrap paper since the 
Korean War. The ads are being 
placed by Frank Block & Asso- 
ciates, St. Louis, for 10 paper- 
board mills in Illinois, Michigan, 
Indiana and Minnesota. The Block 
agency conducted similar drives 
for the mills during World War II 
and the Korean War. 

A spokesman for the mills told 
AA that sales and production of 
paperboard boxes are very high, 
and that more scrap paper and 
boxes are needed to make the 
product. 


Iceland Products Launches 
Seafood Trade Campaign 


Iceland Products Inc., New 
York, marketing arm of Samband 
Islenzkra Saminnufelage, Reyka- 
javik, Iceland, has launched a 
campaign to promote its frozen 
fish and sea food in business pub- 
lications in the restaurant and in- 
stitution field. The organization, 
whose name translated into Eng- 
lish means “Federation of Ice- 
landic Cooperative Societies,” 
comprises 30 coastal plants. 

To identify the brand name 
“Samband” of the products, a 
trade character called “Sam Band” 
will highlight the drive. Atlantic 
Advertising Co., New York, has 
the account. 


Widmer, Lamon Join ‘Life’ 
Peter Widmer, formerly with 
WGTH, Hartford, Conn., has 
joined Life as a retail representa- 
tive in the Hartford area. Strome 
B. Lamon, former editor of Retail 
Grocer & Provisioner, has been 
named by Life to handle merchan- 
dising activities in the Dallas area. 


Niles Leaves Kling Film 


Fred Niles, who founded Kling 
Film Productions, Chicago, eight 


years ago, has resigned as exec. | 
v.p. of the company and will form | 
his own film company, Fred A. 
Niles Productions Inc., also Chi-| 


cago. | 


TNT Schedules Ten 
Multi-City Closed 


Circuit Telecasts 


New York, Dec. 14—Theater 
Network Television has been 
signed for ten multi-city telecasts 
between Dec. 22 and April 21, 1956. 
Several other dates are pending 
for the first quarter of next year, 
Nathan L. Halpern, TNT president, 
reports. 

Next month the Republican Na- 
tional Committee will launch its 
1956 fund-raising campaign with a 
$100-a-plate “Salute to Eisenhow- 
er” dinner in 50 cities, which will 
be linked together by the large 
screen tv network. 

Four of the dates are booked by 
Upjohn Co., which will take doc- 
tors on a tv tour of hospital wards 
with top specialists. Doctors and 
medical students will watch these 
telecasts in hotels, theaters and 
auditoriums in 50 cities. 

Smith, Kline & French Labora- 


tories will use TNT facilities to 
stage its fifth “Videclinic” in co- 
operation with the American Med- 
ical Assn. 


= General Electric Co. will use 
closed circuit video to contact 
dealers and distributors in 16 cities 
Dec. 22. Early next year the com- 
pany will stage a special 100-city 
telecast in cooperation with major 
utilities. 

The other two bookings have not 
been announced. 


Chester Gore Adds Three 


Chester Gore Advertising, New 
York, has been appointed to handle 
advertising for three new accounts. 
They are Williamsburg Pub- 
lishing Co., New York, manufac- 
turer of Art Guild greeting cards 
and Encore studio cards; J. Hol- 
land & Sons, Brooklyn, manufac- 
turer and distributor of industrial 
finishing equipment, and Roytex 
Inc., New York, manufacturer of 
robes for men and boys. Roytex 


formerly placed its advertising di- 
rect, and Norman D. Waters & As- 
sociates formerly handled the oth- 
er two accounts. 


Gas Assn. Elects Payne Jr. 
Christy Payne Jr., v.p. of Peo- 


ple’s Natural Gas Co., Pittsburgh, | 


has been elected chairman of the 
American Gas Assn.’s general pro- 
motion planning committee for 
1955-56. The committee directs all 
national advertising and sales pro- 
motion for AGA. 


Two Join Bozell & Jacobs 
Bozell & Jacobs, New York, has 

added Allan Stanley and Thomas 

Hughes to its staff as consultants 
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jon the Air Force Reserve account. 


|Mr. Hughes was formerly with the 
\sales promotion staff of American 
Airlines and Mr. Stanley has had 
experience in the radio-tv pro- 
gram packaging field. The agency 
has also transferred David E. 
Nopper from New York to Wash- 
| ington. 


AUSTRIAN ADVERTISING 
AGENCY 


16, Wollzeile, Vienna 
Tel: R 29 5 50 
Telegrams: OEWERBEGE 
Incorporated Practitioners 
in Advertising 
Member of the International 
Chamber of Commerce 


Sersen’s IMPRINTING, Inc. 


@ If Your Printer Doesn't Want ‘em, WE BDO! 


(or we'll do it for him) 
IMPRINTING OR OVERPRINTING 


OF FOLDED AND BOUND JO 


CHesapecke 3-2050 CHICAGO 7 


17 N. Loomis St. 


WHOS 


ON 


FIRST? 


“T’ll answer that, neighbor! Recent 1955 
farm census figures show that top spot 
for R.F.D. coverage (which means being 
strong where a farm magazine ought to be 
strong) goes to the Farmer-Stockman for 
both Oklahoma and Texas. 


“And another ‘first’ I appreciate is the 
Rural Neighborhood Progress Contest of 
the Farmer-Stockman and the Oklahoma 
and Texas A & M Colleges. Now in its 


eighth year, it’s helped 


our neighborhood 


4 lot. Fact is, more than 10,000 farm 
families and rural communities take part 
in these contests .. . with upwards of 
$10,000 prize money being offered each 
year by the Farmer-Stockman. Believe 
me, I’ve seen this contest promote better 
living standards in many farm families 


and communities”’. 


MEMO TO ADvertisers: this same reader- 
loyalty also does wonders in producing 
sales-results in the rich, rural Southwest! 


the Farmer-Stockman 


OKLAHOMA CITY, OKLA. °« 


The Farmer-Stockman is owned and operated by The Oklahoma Publishing Co. * The Daily Oklahoman 
Oklahoma City Times * WKY Radio * WKY-TV * WSFA Radio * WSFA-TV * Represented by Katz Agency 


DALLAS, TEXAS 
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Klug Wells 


Salberg Quirk 


USEFUL MEMENTO—James T. Quirk, publisher of TV Guide, Phila- 
delphia, speaker at a recent Milwaukee Adclub meeting, was also 
guest of honor at a tv-press-radio luncheon in the same city. At 
the luncheon, Norman R. Klug, president of Miller Brewing Co., 
presented him with a Miller High Life gold centennial combination 
bottle and can opener. Looking on are Dick Wells, president of the 
Milwaukee Adclub, and Lee Salberg, general manager of the Wis- 
consin edition of TV Guide. 


Biow Lusk Holbrook Cummings 


McELROY & HIS MADISON AVE. AGENTS—Neil McElroy, chairman of the 
recent White House Conference on Education and president of Proc- 
ter & Gamble, is shown here receiving the 1955 Parents’ Magazine 
award for outstanding service to children. Making the presentation is 
George J. Hecht, publisher of Parents’ Magazine. In attendance are 
executives of four agencies with P&G business: Milton Biow, chair- 


GROWING—The largest meeting yet was attended by members of the 
Midwestern Advertising Agency Network. Ten agency heads were 
joined by their account executives to hear Frank Japha (at black- 
board, far left) explain the duties, functions and problems of ac- 


ward 


5 guns Labor’ neh 


TRADE UNION ADVERTISING AWARD— 
Maury Rubin (left), publisher of 
the St. Louis Labor Tribune, re- 
ceived the 1955 Trade Union Ad- 
vertising award from Alex Smith 
of the latter organization at the 
International Labor Press conven- 
tion in New York. The award is 
given annually to a labor publica- 
tion which, during the year, uses 
most effectively the techniques of 
modern promotion and advertising 
to make an impact on its commu- 
nity. 
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Hecht McElroy Pace 


man of Biow-Beirn-Toigo; Robert E. Lusk, president of Benton & 
Bowles; R. D. Holbrook and Barton A. Cummings, chairman and 
president of Compton Advertising; and Frank L. Fagan, v.p., Young 
& Rubicam. On the right are Allison R. Leininger, exec. v.p., Parents’ 
Magazine, and Clint Pace, who served as director of the White House 
Conference. 


Fagan Leininger 


count management. Allan J. Copeland, Chicago (seated at end of 
table), is MAAN’s president this year. Next to him is Gladys Lamb, 
Columbus, the network’s treasurer for the past three years. The 
meeting was held at the Drake hotel, Chicago. 


Giannoni 


TALL BABY—Miller Brewing Co. be- 
lieves it has the tallest 7-oz. beer 
bottle in the nation. The new bot- 
tle, replacing Miller’s 6-oz. size, is 
shown with the standard 12-o0z. 


Kuipers Eldridge 


PRODUCTION CLINIC—More than 100 
members of the American Assn. 
of Newspaper Representatives at- 
tended the Dec. 6 newspaper sem- 
inar arranged by the Chicago 
chapter of AANR. The clinic was 
conducted by Chicago Tribune 
production personnel. Here, ex- 
amining a freshly produced mat, 
are Charles D, Buddle, J. P. Mc- 
Kinney & Son, chapter president; 
Erwin Giannoni, Tribune stereo- 
type superintendent; Bob Foran, 
Jann & Kelley; Bob Kuipers, 
Burke, Kuipers & Mahoney, and 
Gene Eldridge, John W. Cullen Co. 


Christ mas 


¥ 


‘S NO FOOLING—Margaret Reelhorn, 
says the release, is putting a Yule- 
tide dress on a cactus. Signifi- 
cance? Now you can have snow 
in Miami, thanks to Frosty Snow 
aerosol pack made by Bostwick 
Labs division, U. S. Packaging 


Corp. 
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ADVERTISEMENT 


Builders Increase By Only 10% 
But Increase Output 10 Times 


In the ten years since VJ day, 
we have built more than 10 million 
new houses, spent nearly $400 bil- 
lion for Light Construction—that’s 
the market America’s builders 
have represented to building prod- 
ucts manufacturers! 


This awesome sales record of the 
last 10 years is more than 10 times 
that of the preceding decade, ac- 
cording to the editors of Practical 
Builder. And, pacing this mush- 
rooming growth are technological 
advances unparalleled in building 
history. 

But dramatic as the market 
growth and technological change 
have been, it is perhaps even more 
remarkable that little alteration 
has occurred in the make-up of the 
over-all building market. The fact, 
say Practical Builder editors, that 
the bulk of the building during the 
last ten years has been done by the 
same builders attests to the ability 
of the typical professional builder 
to grow with the market’s huge ex- 
pansion and change. It is a story as 
significant to marketing men as 
the boom itself. 


The following copy, from a 1945 
“Advertising Age” message, points 
up the analogy: 

“The building contractor is prob- 
ably harder to ‘type’ than most 
men in a given business. He may 
be and often is a college graduate 
— frequently a skilled building 
mechanic who advanced through 
the ranks to the status of ‘contrac- 
tor’ or ‘builder.’ Most of his work 
is residential or other light load- 
bearing new construction, and the 
repair and modernizing of such 
buildings. Much of his building 
may be done on his own account 
for investment, for immediate re- 
sale, or he may confine himself to 
building commercial buildings and 
industrial plants for others — on 
contract. 


“But one thing you can count on 
—he is a practical man—a practi- 
cal builder who must be sold if 
your equipment or materials are 
to be used. He has to be sold and he 
has to be practical because he lives 
with his job and what goes into it 
from start to finish. Surveys show 
that over 90,000 of these practical 
contractors make decisions on 
specifications, purchase and apply 
91% of all building material, prod- 
ucts and equipment in residential 
and other light construction. In 
general the contractor offers a 
complete service to the owner. 
This includes plans, financing, 
building—obtaining the materials 
from preferred dealers, installa- 
tion of fixtures, etc. We know this 
contractor—this practical builder, 
and there is much more we can tell 
you about him and his operations. 
We live with him—in the field of 
his operations. 


The Market, 1945 and Today 


“While homes will continue to 
hold the spotlight of the general 
public and those in the building 
market, let us look at the whole 
contractor-builder field and the 
Light Construction Market (of 
which home building is only a part, 
although admittedly a big market) 
for which the builder is respon- 
sible. Light construction includes 
both the construction of new 
buildings and maintenance, re- 
modeling, and repair in the resi- 
dential, farm, commercial, factory, 
religious, educational and institu- 
tional fields. In 1939 (the most re- 
cent year in which a Construction 
Census was taken) the United 


States Construction Census showed 
that general and trade contractors 
were the giants of the light con- 
struction market. 92,525 general 
and trade contractors account for 
94.3% of the dollar volume, 3,705 
operative builders, 5.7%. Yet there 
are plenty of changes in the light 
construction market year after 
year. For instance, this year’s 5- 
house builder may be next year’s 
50-house builder. Builders are lo- 
cated all over the country—you 
can’t isolate them in Big Cities. 
This means that it takes much 
more than sales coverage of big 
city contractors or builders to 
penetrate the Light Construction 
Market. 


A Prediction That Proved Out 


“After the war, building materi- 
als and equipment will resume 
their normal course in the largest 
pent-up market for residential and 
small commercial new construc- 
tion that has ever existed — plus 
the richest remodeling and repair 
market. This is the target to shoot 
at. Small homes alone, built mainly 


ADVERTISEMENT 


from stock plans and contractors’ 
own plans with materials specified, 
bought and supplied by contrac- 
tors will be a huge market in itself, 
but it is only a part. For example, 
residential remodeling and repair 
represents almost as big a building 
dollar as new residential construc- 
tion. This is another way of saying 
that residential and other light 


These 1945 Charts Look Like Today's 


THIS IS THE LIGHT 
CONSTRUCTION MARKET 


45% 


New 
residential 
construction 


Other 
light 
construction 


55% 


and over 
population 


THIS 1S WHERE AMERICA'S 
“LIGHT CONSTRUCTION” 


DOLLARS SPENT IN 
LIGHT CONSTRUCTION 


Of 25,000) communities 


U. S. POPULATION 
DISTRIBUTION 


under and over 
25,000 Population 
population population 


62% 60% 


THIS IS WHERE 
AMERICANS LIVE 


DOLLARS ARE SPENT 


load-bearing new construction 
market and remodeling and re- 
pairing is made up of a lot of small 
jobs, spread all over, rather than 
by a comparatively small number 
of big jobs. This kind of a spread- 
out industry requires ‘numbers’ in 
the way of man-power facilities 
for handling the business. It also 
requires ‘big’ facilities in the way 
of coverage if a magazine is to be- 
gin to offer any kind of market 
penetration or buying power.” 


The preceding copy, reprinted 
from a 1945 issue of Advertising 
Age, brings an important aspect of 
today’s Light Construction Market 
into focus. The number of profes- 
sional builders today has increased 
by less than 10% over 1945, while 
the volume of building they do is 
10 times as great. This unique ex- 
pansion within constant marketing 
boundaries is unmatched in any 
other industry. 
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PB teaches 3 M’s 
... methods 
... Management 


... merchandising 


To help the light construction industry reach its present 


high levels PB has done more than show builders how to build. 


It has shown them how to sell... not only after houses are built 


but before. practical 
Sountainhead of Managei 


Building Methods. It has 


builder or years has been the 
ment and Merchandising as well as 


won nation-wide acclaim for this editorial 


Soresight ... for initiating Smart Ideas That Sell Houses... for 


teaching and setting neu 


wonder PB offers you n 


) standards in management. Small 


only more genuine builder-readership 


than any other magazine but more builder-buyership, more 


builder-loyalty. And all wt lowest cost! That’s why dollar-smart 


advertisers will tell you: 


PB is your Plus Buy... by far! 


.. Of the light 
construction industry 


@INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3: 
Publishers of Practical Builder, Building Supply News, 
Building Material Merchant and Wholesaler, Ceramic industry, 


Brick and Clay Record and Masonry Building. 
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Blast at Business Press Gets Reaction from ABP and t.f. Club 
and Detailed Response and Amplification by Critic 


To the Editor: There’s no closed bounds by respectable publications 
season on business paper panning long, long ago. The ABP Code of 
and lots of nice folks seem to relish Ethics, which dates back to 1914 
the pastime. Which is all right with | (incidentally one of the first media 
us; criticism is provocative and to adopt rules of behavior), specif- 
stimulating and often helpful. We |ically outlaws the thing Mr. Wal- 


appear to be digesting it agreeably 
enough. 

Now it’s Phil Wallach of H. K. 
Porter Co. who captures the lead 
story in your Nov. 28 issue with a 
shotgun blast at “weakening eth- 
ics” in the business press. I raise 
my pencil in surprise and protest 
at his too generalized attack, and at 
the conspicuous treatment ADVER- 
TISING AGE gives it. 

Obviously, trading editorial space 
for advertising is indefensible and 
disgusting. It was ruled out of 


lach deplores. Of course there will 
always be offenders against decen- 
ey and good performance, in our 
field and every other. But to casti- 
gate a medium because it contains 
some unsavory and low-brow pa- 
pers is unfair and unreasonable. 
Obviously it is the advertisers 
and they alone who make it pos- 
sible for low standard publishing 
to exist. As long as they tolerate 
/papers of “questionable integrity” 
by buying space in them, such pa- 
‘pers will be around to buy. Mr. 


A recent survey* 


past ten 


plant locations. 


TRAFFIC 


That’s why 


to his advertising 


Tharrie 


New York 22—515 Madison Ave. 


1. Buy transportation services 


shows that each industrial traffic man- 


ager who reads TRAFFIC WORLD controls the spending of 
an average of $3,649,000 per year for common carrier 
freight transportation, public warehousing services, 
operating their own carrier equipment, their own 
warehousing and rehandling, transferring house- 
hold goods, other costs of shipping products and 
for passenger transportation. 


2. Help select 

materials handling equipment 
Another new study* shows that the participa- 
tion of traffic managers in the selection of 


materials handling equipment for use on 
shipping platforms has increased 42% in the 


years. 


3. Recommend containers for products 


The same new survey* shows that the industrial 
traffic manager’s activities in the selection of con- 
tainers for his company’s products have increased 
84% in the past ten years. 


4, Advise on plant location 


The traffic manager’s knowledge of freight routes, rates 
and facilities, distribution points, sources of raw mate- 
rials, power and water facilities, and other pertinent fac- 
tors makes him inherently important in the selection of 


A survey* of business publication readership habits of 
industrial traffic executives shows that 96.6% read 
TRAFFIC WORLD, and that Trarric WorRLD was checked 
as “most helpful in work” by 91.4%, as compared to 
9.7% for the next publication. 


The reason for this strong preference is that 


WORLD reports, weekly, on Interstate 


Commerce Commission rulings, rate changes, 
and similar data essential to traffic manage- 
ment. Only TraFFic WorLD covers this kind 
of information for all forms of freight trans- 
portation. In addition, Trarric WorLD features | 
articles that deal with materials handling equip- 
ment, shipping containers, and plant location as 
they apply to the problems and interests of indus- 
trial traffic men. : 


these men pay $24 a year for TraFFic 
WorLD; why more than 90% of them renew their sub- 
scription each year. And that’s why anyone who has 
anything to sell to industrial traffic managers is assured 
of iritensive readership and better than average exposure 


message. 


*Detailed survey data available on request. 


Worn o 6 10 


PLaza 5-6312 


Chicago 2—22 West Madison St. Financial 6-0012 


San Francisco 3—821 Market St. 


YUkon 2-2338 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Wallach’s criticism does illustrate 
one tremendously significant point: 
The advertiser has a strong self- 
interest in standards of publication 
practice. It would be a break for 
publishers who try hard and earn- 
estly to achieve high levels of per- 
formance if more advertisers (and 
their agencies) would recognize 
the differences, and act according- 
ly. 
WILLIAM K. BEARD JR., 
President, Associated Business 
Publications, New York. 


w 

To the Editor: When I wrote 
earlier this week I was not aware 
of your editorial in which you do 
such a beautiful job of tearing me 
apart. As I stated in the earlier 
letter, there is no question about 
the accuracy of the reporter, inso- 
far as he went. I do think, however, 
that I am entitled to rebut certain 
of your statements, since much 
was omitted in your original article. 

1. “Mr. Wallach charged the ex- 
istence of ‘questionable integrity’ 
in business publications.” I specif- 
ically stated that “the overwhelm- 
ing number of publications have 
ethics as high as those in other 
fields; unfortunately, the small 
percentage of magazines respon- 
sible for the tactics I am about to 
refer to are, in my opinion, un- 
fairly reflecting on the entire 
field.” There is quite a difference 
in the two quotes; even though the 
one is correct, it omits a great deal. 

2. “Speakers should be treated. . . 
but courtesy and consideration do 
not include taking, without any 
attempt at rebuttal, abuse and 
charges which are not based on 
solid, substantial fact.” Before I 
began my remarks concerning eth- 
ics in business publications (which 
took less than five minutes of a 
20-minute talk) I stated these ex- 
temporaneous comments were 
made in response to my neighbor 
on the dais who suggested that per- 
haps I might recommend some code 
of ethics to those present. After I 
finished my remarks I repeated 
something I had said earlier in my 
talk: “I’d be delighted to answer 
any questions you have about any- 
thing I’ve said.” Not one single per- 
son asked a question from the floor 
although many did afterwards. 
Incidentally, as an estimate, which 
can be confirmed by your reporter, 
well over a dozen persons came to 
me after the talk to say that they 
were delighted with what I had to 
say and felt somebody had to say 
it. No one uttered a word of crit- 
icism. Perhaps they were being 
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|polite to their guest; I doubt it. 

3. “It is our considered opinion 
that Mr. Wallach, a relative new- 
comer to the industrial advertising 
field, was talking largely through 
his hat.” Your considered opinion 
in the advertising field is of great 
merit. I would, however, like to 
point out that I am the first to ad- 
mit my lack of experience in your 
sphere and stated as follows at the 
t.f. Club meeting, “You have just 
listened to two people with con- 
siderable advertising experience. 
Without any attempt at false mod- 
esty I can state with complete ac- 
curacy that no one in this room has 
had less experience in advertising. 
I am not attempting to talk with 
you as an advertising expert, but 
one with experience in other fields 
which are reasonably closely re- 
lated.” I have no false illusions on 
that score. As for “talking through 
my hat,” I can only repeat my 
words in the first paragraph and 
say that I spoke my personal 
opinions based on a quoted “20 
months in the business.” 

4. “But we deny most vigorously 
that these circumstances add up to 
a criticism, on ethical grounds, of 
the whole business press.” Here, I 
think you are being most unfair 
and have lost your editorial sense 
of balance in your indignation. I 
did not make such a statement and 
do not make one now. I again ask 
you to read paragraph one. 

5. The fact that our divisions, 
under my direction, are going to 
advertise in more than 150 busi- 
ness publications next year, spend- 
ing over a million and a quarter 
dollars, is evidence of my belief in 
that field as a selling medium. We 
couldn’t stay. in business without 
them. 

6. I admitted our error in adver- 
tising in a publication which, in 
effect, was blackmailing us. I even 
used virtually the same language 
you did—“It will seem odd to 
many of you for me to criticize 
ethics when I have been forced to 
compromise in submitting to what 
amounted to blackmail tactics.” 

7. “Headline Hunting.” If I am 
guilty of that, and I was tremen- 
dously surprised (and pleased) to 
find myself a front page story in 
your newspaper, I was also guilty 
of pretty poor publicity judgment. 
Knowing that only one reporter, 
from one advertising publication 
(even though it is the leader in its 
field) was present, I might have 
done better waiting for a larger 
audience. You gave me the head- 
lines. 

8. I have in my desk scores of 
letters from all over the country 
praising what I said: friends, peo- 
ple I’ve never heard of, magazine 
publishers, editors, writers, space 


salesmen. With the exception of 


| Bill Beard’s letter, not another 


critical letter arrived. 

In closing, I would like to give a 
specific example, including the 
name of the publication. Do you 
approve of these tactics? Earlier 
this week I received a letter from 
the editor of the Hoosier Purchas- 
or. He called attention to a clipping 
concerning our company. Attached 
to the letter and the clipping was 
an advertising space contract. I 
think this is deplorable. I feel it 
reflects on all magazines. I know 
that it is not typical of any but a 
small group. How does ADVERTISING 
Ace feel? What, if anything, will 
it say about it? 

Puitie C. WALLACH, 

H. K. Porter Co., New York. 

See editorial on Page 12 of this 
issue. 

a 


To the Editor: I was very in- 
terested in your editorial in the 
Dec. 5 issue of ADVERTISING AGE 
entitled “‘Weakening Ethics,’ or 
Headline Hunting?” 

The entire membership of the 
t.f. Club of Chicago wish to thank 
you wholeheartedly for this ed- 
itorial, as we definitely feel, as you 
do, that a relative newcomer to 
the industrial advertising field 
does not have the background as 
of now to concemn the trade paper 
advertising group as a whole. We 
well realize everyone at some time 
or other has an occasional or bitter 
experience which causes them to 
form hasty opinions. 

Naturally, out of courtesy to an 
invited guest, we did not make an 
issue of his statements at the 
meeting, but the repercussions 
from this meeting definitely prove 
that the t.f. Club membership is 
not sitting back and taking this 
lying down. 

I am sure that Mr. Wallach was 
sincere in his statements, but these 
statements were based on a limit- 
ed knowledge and not based on a 
thorough understanding of our in- 
dustry and how it operates. 

We appreciate your calling us to 
task for our laxity in this matter, 
but, at the same time, rest assured 
all of us are going to do every- 
thing possible to defend our honor 
and integrity in the industry. 

GEORGE BUEHLER, 

Machinery, and President, t.f. 

Club of Chicago. 


‘Real Service,’ Politz Calls 
Rothwell M. R. Article 


To the Editor: May I commend 
ADVERTISING AGE upon its publish- 
ing in the issue of Nov. 28 the ex- 
cellent article, “Some Limitations 
and Difficulties of Motivational 
Research in Solving Advertising- 
Marketing Problems,” by Mrs. Na- 
omi D. Rothwell. 

It seems to me that this discus- 
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engravings at /ow cost. Our big group of 
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sion by Mrs. Rothwell is discern- 
ing, fair, and well-rounded, and I 
am sure that she has done market- 
ing a real service in her objective 
appraisal of motivational research, 
just as your publication has done 


a service in making it available to | 


your wide circulation. 
ALFRED POLITZ, 
Alfred Politz Research Inc., 
New York. 


Canadair Has Success With 
Public Service Series 

To the Editor: Attached is a 
booklet containing reprints of a 
series of advertisements which ap- 
peared in leading Canadian mag- 
azines and business papers during 


Communism and Twisted Education 


‘ be pent nana 
——— 


y CANADAIR 


1955. These advertisements were 
sponsored by Canadair as a public 
service in the national interest. 
Under the general heading of 
“Do we actually know where to 
face Communism?” these adver- 
tisements were designed to point 
out where the frontiers of freedom 
must be manned to meet the phys- 
ical and ideological threat of Com- 
munism—threats which exist both 
without and within our country. 
As an advertising program, 
“Facing up to Communism” 
achieved considerable success, 
judging from the comments we re- 
ceived from hundreds of people 
in all walks of life. We cannot 
measure the practical value of the 


‘| will think I’m efficient (a phase 


program but we are grateful if our; Give my best to your ever lov- | to be alike, why not merge and roll 


efforts have made even one Cana- 


dian more aware of the grave wary during the Christmas season! 


menace of Communism. 
NORMAN G. MAcKINNOoN, 
Advertising Manager, Cana- 
dair Ltd., Montreal. 
7 . 3 
Another Wife Follows Up 
‘Useless’ Advertising 


To the Editor: Your lead edi- 
torial on your irritated wife (AA, 
Nov. 21) was great and I love 
her. I’ve been blustering about 
somewhat the same thing. 

I’m an avid reader of ads, not 


only because I’m in the tag-end of | 


the business (selling space) but 
because I’m a housewife, too, and 
I’m the kind of customer that be- 
lieves that a busy housewife can 
save many hours of searching by 
being alert to the “what’s new” 
department for time-saving meth- 
ods. 
I read in the papers (big page 
ads) that sweet little old Armour 
is coming out with a _ stuffed, 
cleaned, ready to pop in the oven 
turkey. Hmmmmm, just for me— 
no muss, no fuss and my spouse 


of being that he does not frequent- 
ly evidence!). I hied myself to the 
market; the impact had worked— 
they drove me to the meat market! 
The first butcher told me he didn’t 
have it. “I don’t think you’d like 
it, Mrs. Bain. We aren’t stocking 
those turkeys because we don’t 
think it’s a good idea to freeze 
dressing. You know yourself you’re 
not to let dressing stay in a bird 
overnight.” Okay, and my enthu- 
siasm diminished somewhat. But 
maybe he just doesn’t carry Ar- 
mour’s and he wants to sell me 
one of those hard-to-pluck dreams 
of his. So off to another butcher I 
went. Same story. 

They’ve convinced me complete- 
ly. Why, I wouldn’t be caught 
dead with one of them now. Would 
I want to be guilty of giving my 
family some horrible disease? I’ll 
pluck and I’ll singe and I'll stuff 
and I’ll labor. 

Maybe in Armour’s Pepperidge 
program, instead of impacting me 
they should have spent some of 
that convincing on the dealer first. 


There’s An Easier Way 
To Get Attention... 


THE BEST WAY... 


= 


And then the New Year season 
and then Easter and ah, it’s a wary 
world she and I live in! 

Mary ANDERSON, 
_ Mary Stuart Anderson & Asso- 
| ciates, Publishers’ Represent - 
| ative, Chicago. 

ny + 

Five Advertisers with 
But a Single Idea 


To the Editor: For some years 
I’ve been trying to preach that 
competitive advertisers should be 
“different.” 

I’ve even taken department store 
full pages and switched signature 
cuts, to demonstrate the “same- 
ness” of layout, copy, etc. 

Now, even that isn’t possible. 

Look at the signature cuts of 
five department stores advertising 
in the Philadelphia Evening Bulle- 
tin of Friday, Dec. 2. 

All five (count ’em) employ 
the Christmas tree ball motif for 
their signatures. If they all want 


ing. Tell her we’ll both have to be} 


their art departments and creative 
departments into one great big 
Christmas ball of wax? 

W. H. Wart, 

W. H. Watt Advertising Agen- 

cy, Radnor, Pa. 

Feature section readers will note 
that Clyde Bedell, by coincidence, 
comments on the same department 
store signatures (see Page 49). 

+. © ° 
‘Sports Illustrated’ Tells 
Place in Jaguar Schedule 


To the Editor: Never let it be 
said I don’t read ADVERTISING AGE 
line by line! In a story on Jaguar 
near the bottom of the second 
column on Page 143 of the Nov. 
14 issue, I spied the statement, “In 
fact, one magazine, The New York- 
er, has had close to a monopoly on 
foreign car advertising.” 

A cursory check with P.I.B. 
shows that a certain other maga- 
zine in the class weekly field (fig- 
ures only through September) car- 
ried very nearly as many pages 
and dollars of foreign car adver- 
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tising as did The New Yorker, and 
actually more from Jaguar than 
did The New Yorker. 
Wo. H. ScHERMAN, 
Promotion Manager, Sports 
Illustrated, New York. 
. . 


2 
AA Head Writer Trapped 


To the Editor: Around our of- 
fice your publication is constantly 
quoted in reference to grammatical 
niceties, proper usage, and clear 
writing. 

BUT ...something happened to 
your Nov. 28 issue when a headline 
writer statec, “Multiple Owner- 
ship of Eyeglasses is Goal of Op- 
tical Men.” 

If this reads the same to others 
as it does to me, I can only suggest 
that “Share a Pair” would be a 
perfect slogan. 

Sara J. KAPLAN, 

Sara Jane Kaplan Advertising, 

Los Angeles. 

As a matter of fact AA’s head 
writer happened to be sharing his 
specs at the time he wrote the 
headline. 


Sell to men? Sell your customers the 
easy way ... the best way! Reach 
1,200,000 reader-buyers, 98% male. Con- 


centrate in THE SPORTING NEWS. Men 
buy it, like it, read it from the front page 
to the last. And have confidence in it. 
It's almost as old as baseball itself and 
just as lively. 


° For complete information write... 


CHARLES C. SPINK & SON, Publishers 


5 
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2018 Washington Ave., St. Louis 3, Mo. 
“BOSTON — CHICAGO — DETROIT — LOS ANGELES 
‘PHILADELPHIA -— NEW YORK — CLEVELAND 


Plastics Sales 
Up 357 in Year! 


Hit 3% Billion Lbs. 
for New Record 


NEW YORK, N. Y., Dec. 16—1955 sales of plastics 
and synthetic resins went “through the roof” to 
hit the 3% billion pound mark in the course of 
breaking all previous records for the industry, 
Modern Plastics magazine will reveal in its January 
“Review and Forecast” issue to be published next 
week. Adding up to an estimated 35% gain over 
1954 figures, the phenomenal upsurge was achieved 
without benefit of major new developments, the 
publication will point out, with the bulk of the record 
poundage going into a host of established uses where 
plastics have dispossessed such “traditional” mate- 
rials as metals, wood and natural fibres. 

The impressive diversity of applications for plastics 
materials and their across-the-board consumption 
by almost the entire gamut of manufacturing indus- 
tries is pointed up by the magazine’s detailed chart- 
and-text analyses. Equally impressive are exclusive 
summaries of capital equipment investment racked 
up by companies that produce or convert plastics 
materials. 

For decision makers in marketing and advertising 
the magazine’s “Review and Forecast” issue is 
“must” reading. Its analytical breakdown of plastics 
activity into usable segments (by industry, by appli- 
cation, by material, by process) authoritatively fills 
the need for information about this exciting new 
sales frontier. 


[Jf you have access to issues of Modern Plastics, be 
sure to get hold of the January number. If you don’t, 
we'll be glad to fill requests for complimentary 
copies while the supply lasts. Just write to Research 
Department, MODERN PLASTICS, 575 Madison 
Avenue, New York 22, N. Y.] 
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This Week in Washington... 


Food Margins Excessive: Benson 


By Stanley E. Cohen 
Washington Editor 

WasuinctTon, Dec. 15—Dramatic 
legislative conferences at the White 
House this week gave cabinet 
officers a chance to get in a “plug” 
for the legislative programs closest 
to their hearts. 

Agriculture Secretary Ezra Taft 
Benson came away with the news 
that his department now has in- 
structions to step up its studies of 
marketing margins and farm pro- 
duction costs. “Although we recog- 
nize that in some instances proces- 
sors and distributors have 
increasing costs which they must 
pay,” he said, “we know that some 
margins are too great and are not 
justified.” 

He assured farmers he had 
talked with President Eisenhower 
about the fact that retail food 
prices as a whole fail to reflect the 
decline in farm food product prices 
during the past year. 

“We are agreed that we must de- 
termine whether prices paid by 
consumers contain improper or ex- 
cessive marketing charges and 
profits,” he said. “Farmers are en- 
titled to receive the very maximum 
for their products through efficient 
marketing service.” 

Postmaster General Arthur Sum- 
merfield also had an opportunity 
to remind the country that he is 
still after an increase in postal 
rates. He expressed confidence that 
Congress is becoming accustomed 
to the idea that increases in the 3¢ 


arnt TOBlAL ENTERPRISE 


VIRGINIA CITY, NEVADA 
Largest Weekly Paper Ip 
The Entire American West 


(ABC Audited — Nee Sectariaa) 


first class rate are overdue, and|_ 
that it may decide to face the is-| 


sue in the coming session. 
. * 

Overseas Information: President 
Eisenhower moved this week to put 
the full power of his vast personal 
prestige behind proposals for a 
substantial increase in funds for 


the overseas operations of the U. S.| 
Information Service. 
From. his command experience in | 


World War II and his leadership of | iam 


NATO, he is personally convinced | 
of the importance of the informa- 
tion program. But he also is aware | 
of the fact that the information 
service never managed to obtain 
the bi-partisan support that is ac-| 
corded other agencies concerned 
with foreign policy. 

In an effort to make it clear that 
he stands behind USIS, the Pres- 
ident told congressional leaders of 
both parties, at a legislative brief- 
ing this week, that he intends to 
ask a 50% increase in overseas in- 
formation funds. He asked leaders 
to pledge bi-partisan support for 
this, along with other defense and 
foreign relations policies. 


* 2 . 

‘Good Will’ Bonus: With private 
employers giving Christmas par- 
ties, and even year-end bonuses, 
this is a time of the year when 
many government employes se- 
cretly envy those who have chosen 
less sheltered careers in private 
industry. 

But it’ll be a merry Christmas 
for seven employes of the Justice 
Department, who have just been 
awarded $500 checks by Attorney 
General Herbert Brownell for “‘sus- 
stained superior performance.” 
Among those recognized was Allen 
A. Dobey, who has been a trial at- 
torney in the Justice Department’s 


anti-trust division for 17 years. 


UW. not with the New Year, resolve to explore the latest 
. photographically? 


Almost daily, letters arrive at Warwick from new users of this phenomenal 


method of setting type. . 


typesetting method, letters sprinkled 
seen type proofs so sharp!’’. . 


“Trade Mork Reg. intertype Corp. 


WARWICK TYPOGRAPHERS, INC. 


Dept. A-57 * 920 Washington Avenue * St. Louis 1, Mo. 


.“‘I examined my proofs under a strong magni- 
fying glass and the sharpness of the type characters is astounding!” etc 
These exclamations in many cases come from veteran type buyers who 
are now completely sold on Warwick Fotosetter* composition. 

Why not send a trial order and let us convince you that this is truly a 
remarkable advancement in typesetting methods? Write for our type 
specimen book “Warwick Photographic Typesetting,” it 


with such expressions as “I’ve never 


’s free! 


Warwick Serves Clients 


in 40 States, Canada, 
Mexico and Cuba. 


SELF-SERVICE—No need to stagger 
with your luggage while dashing 
for a train—at least at New Haven 
Railroad main stations. Passengers 
can use this new kind of luggage 
carrier to tote bags to and from 
trains, then abandon it for use by 
others. 


One of the reasons he was singled 
out is that he arranged a consent | 
decree which requires Eastman | 
Kodak to dispose of its color film 
processing operations. 

The non-litigated settlement, 
which apparently was mutually 
agreeable, is frequently cited by 
anti-trust chief Stanley N. Barnes 
as an example of the model way to 
dispose of anti-trust issues when 
there is “good will” on both sides. 

° * + 


Fair Trade Showdown: The Su- 
preme Court has agreed to decide 
whether manufacturers who sell 
through their own wholesale out- 
lets can require independent 
wholesalers to fair trade their 
products. 

The case came up because Mc- 
Kesson-Robbins sells both ways. | 
An anti-trust complaint by the De- 
partment of Justice argued that 
independents are prevented from 
competing in price with McKesson- 
Robbins’ wholesaling system—a 
result which allegedly does not 
come under the exemption con- 
templated by the federal fair 
trade laws. 

The government lost in the trial 
court and appealed for review by 
the higher tribunal. McKesson- 
Robbins agrees that basic issues 
are involved. It says so many man- 
ufacturers sell this way that an ad- 
verse decision would be a severe 
setback for fair trade. 


Stanback, Olson Rug Co. 
Buy ABC Radio Programs 


Stanback Co., Salisbury, N.C., 
will sponsor the opening 15 min- 
utes of the Wednesday broadcast 
of “When a Girl Marries” (ABC 
Radio), starting Dec. 28 through 
Piedmont Advertising Agency. 

Coincidentally, the network’s 
“Breakfast Club,” which is now 
sold in five-minute pieces, picked 
up additional advertiser support. 
Olson Rug Co. (Presba, Fellers & 
Presba) bought two segments of 
the show weekly, and Drackett Co. 
and Milner Products Co. added five 
minutes weekly to their sponsor- 
ship of this program. 


‘Super Circus’ Adds Sponsor 
ABC-TV’s “Super Circus,’ which 
starts 1956 with a new origination 
point—New York—will also have 
a new sponsor, Hartz Mountain 
Products (George H. Hartman 
Co.). This gives the hour Sunday 
program a complete sponsor line- 
up. Talent also will be new, with 
Jerry Colonna as ringmaster. 
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NBC, CBS Divide 12 
of 14*Look’ Awards 


| New York, Dec. 15—CBS and 
NBC tied for top honors in the 


: |sixth annual Look tv awards, an- 


j/mounced this week on an ABC 
| show, “Masquerade Party.” The 14 
winners were selected by 1,450 tv 
|crities and newspaper editors. 

| Awards were as follows: 

| Dramatic program—“Climax” 
| (Chrysler, CBS). 

Children’s program—“Disney- 
land” (American Motors, Ameri- 
can Dairy, Derby Foods, ABC). 

Quiz—“$64,000 Question” (Rev- 
lon, CBS). 
| Special program—‘Peter Pan” 
| (RCA, Ford, NBC). 
| Variety—“Ed Sullivan Show” 
| (Lincoln-Mercury, CBS). 
| Educational program—“Omni- 
|bus” (Scott Paper Co., Aluminium 
'Co. of Canada, CBS). 

Public affairs—‘“Meet the Press” 
(Johns-Manville, NBC). 

News—‘“News Caravan” (Camel, 
Plymouth, NBC). 

Sports—“Cavalcade of Sports” 
(Gillette, NBC). 

Religious program—“Life Is 
Worth Living” (Admiral, ABC). 

Comedy—George Gobel (Pet 
Milk, Armour, NBC). 

Master of Ceremonies—Garry 
Moore (several sponsors, CBS). 

Director—Alfred Hitchcock for 
“Alfred Hitchcock Presents” (Bris- 
tol-Myers, CBS). 

Producer—Robert Montgomery 
'for “Robert Montgomery Presents” 
(Johnson’s Wax, Schick, NBC). 


‘Radio-Electronics’ Plans 
to Protect Consumers 


Beginning with the January is- 
sue, Radio-Electronics will require 
that all mail-order tube advertisers 
warrant that the tubes are: (1) 
New and unused, (2) not mechan- 
ical or electrical rejects, (3) not 
washed and/or rebranded. 

M. Harvey Gernsback, president 
of Gernsback Publications, New 
York, publisher of Radio-Electron- 
ics, said he expects the new pol- 
icy to cost some advertising rev- 
enue, but believes the move will 
benefit the magazine in the long 
run by “protecting both the inter- 
‘ests of readers and the overwhelm- 
ing majority of honest adver- 
tisers.” 


Westfall Heads Cleveland Club 
William Westfall, Cleveland 


See the 
Old Forester decanter— 
" it becomes a lamp! \ 


NO GETTER Way TO Give THe BeST) 


| Old Forester 


AENNERT CORNERT LUNEEON WHINY. -URTTED © DERE» 148 ONDE « ROwE FORMED MTHS EORERRETIE® «Ot \OmUNRAL © KEnresER 


DECANTER LAMP—Order the lamp kit 
(and a bottle of Old Forester) 
from your liquor dealer, says this 
newspaper ad, and give two gifts 
in one. Kit premium, which in- 
cludes gold shade, is $2.25. Ruth- 
rauff & Ryan, Chicago, is handling 
the promotion. 


manager, Gulf Publishing Co., has 
been elected president of the 
Cleveland Dotted Line Club, an 
organization of advertising sales- 
men affiliated with Associated 
Business Publications. Other of- 
ficers elected include Edward J. 
McOsker, district manager, Indus- 
trial Distribution, v.p.; Daniel J. 
Casey, sales representative, Amer- 
ican Builder, secretary, and Rod- 
ney D. Long, Reinhold Publishing 
Corp., treasurer. 


‘Beverly Hills Citizen’ Boosts 2 


George Knoche, on the staff of 
the Beverly Hills Citizen, has been 
named national advertising man- 
ager of the Citizen. Mr. Knoche 
formerly was with the New York 
News. Lynn Bryan, on the local 
staff for seven years, has been 
named advertising manager. Hugh 
Baumberger resigned as advertis- 
ing director Nov. 30. 


Colad Appoints Brown 


Colad Co., Buffalo, specialist in 
collegiate advertising and sales 
promotion, has appointed Arnold 
A. Brown sales promotion man- 
ager. He formerly was with George 
A. Hormel & Co. for 17 years. 
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Remember this 


when you make up 


advertising schedules 


for Washington, D.C. 


/s 


million 
lines more 


every month 


linvedtsi 
in The 
Washington 
Star 


Every month this year from January 
through November, advertisers bought 
an average of 34 million more lines 

of space in The Washington Star than in 
any other Washington newspaper. The 
Star’s eleven month lead is 8,308,792. 
Reason why: Most advertising people 
know it is an established family habit in 
The Nation’s Capital to shop the 

ads at home in the evening in The 


Washington Evening Star. 


Media Record figures 10 months; publisher's figures for November 


‘The Washington Star 


EVENING AND SUNDAY * WASHINGTON, 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 


Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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Penner mare TV uote. The company's heavy \we o Network Gross Time Charges 
American Sugar Refining Co., newspapers continues. Tv was 
New York, has launched a televi- | bought as a means of “ot ~— Source: Publishers Information Bureau 
sion spot campaign in major mar-|UP the new package designs for 
* - fom : American’s specialty sugars. Ted NETWORK TELEVISION a pepe 
| Bates & Co. is the agency. an.-Oct. an.-Oct. 
Seer ~ Bou Oct., 1955 Oct, 1954 1955 1954 
American Broadcasting Co. ....6 5,894,868 $ 3,890,802 $ 32,613,732 $ 26,584,163 
BRILUANTE Weber Heads Art Studio Columbia Broadcasting System 16,623,317 13,985,922 155,098,072 116,975,813 
mete, Charles G. Weber, formerly as-|pyMont Television Network... —— 1,447,411 3,102,708 ~—«-10,289,155 


|Sociate art director of Ellington | Notional Broadcasting Co. .... 15,708,875 12,370,228 131,974,810 100,670,045 
Co., has been named president Of} Total o.......cccccecccssssssssssemeeee $38,227,060 $31,694,363 $328,789,322 $254,519,176 


MADE TO YOUR SPECIFICATIONS 
ALLIED °&c41s 2228 rover ave. |Charles G. Weber Studios, New 


ies | York advertising art studio. NETWORK TELEVISION TOTALS BY MONTHS 
ABC CBS DuM NBC Total 
me: pe eC eo TES oR Be Jan. ec. $ 3,718,195 $ 15,831,141 $ 723,960 $ 13.172495 $ 33,445,991 eg com ® Mle wd tess to 
erty poe 3,567,696 14,694,726 597,275 12,419,641 = 31,279,338 rs vA nough. 
BIG. GROWING CHURCH MARKET «~~ = 3,806,425 16,036,896 628,625 14,102,093 34,574,039 | _ When shaving hurtsit’s yourskin 
ee ee Ar. 3,527,558 15,426,214 462,335 13,285,933 32,702,040 
it will pay you to put the BE, tacinogiodee 3,406,427 15,978,680 273,640 13,591,687 33,450,434 De he 
powerful influence of gh ek Fr te 3,542,304 15,724,184 218,845 12,238,694 31,724,027 | Comfort ot Williams lather-luxury. 
eee 3,263,803 14,635,011 131,105 11,966,760 29,996,679 | You can discover it without cost. ’ 
' eat? BIG, GROWING MOODY MONTHLY av. 3,562,676 14,959,098 55,385 —«'11,767,789 «30,344,948 | Fill out and mail the coupon below. 
% + ee, sees 4,123,780 15,188,805 11,538 13,720,643*  33,044,766* @ a 
aver: weer, wee al oped: soe hgna vo a ah 5,894,868 16623317 — 15,708,875 38,227,060 Wei ‘ . ; a m ry 
a Total oe... $38,613,732 $155,098,072 $3,102,708 $131,974,810 $328,789,322 
g MOODY MONTHLY 83820N. LaSalle Street - Chicago 10, Illinois *Revised as of Dec. 7, 1955 S} Ms c ™ 
[  GET-ACQUAINTED TUBE FREE! 
Ni | The J. B. ete eel Conn. 
& | I want to see for myselfwhat you mean by anewluxury — 


in shaving cream. Send me your free Get-Acquainted 
I cube. 
| 

| 


A CHRISTMAS PRAYER BETTER LATE ‘endl. The 1088 


free-offer ad from The National 
Geographic Magazine caught up 


‘ = iin with J. B. Williams Co. 33 years 

Lord, make me an instrument of O Divine Master, grant that I may later—and a “get-acquainted” 

Thy peace. not so much tube of shaving cream was sent 
‘ promptly to a gentleman in Ash- | 
: Where there is hatred, let me Seek to be consoled, as to console; soem, Shee | 

sow love. 
i ‘oi, Te ae 1 To be understood, as to understand; More Failures in ‘55 : 
ere there 1s injur ardon. ‘ 
yury: P To be loved, as to love. in Apparel Industry: 4 
Where there is doubt, faith. es SS Wee 

; : For it is in giving that we receive, Dun & Bradstreet 
Where there is despair, hope. See New York, Dec. 13—Retail ap- J 
er It is in pardoning that we are pardoned, parel and accessories store failures =f 
Where there is darkness, light couwren 8 OS iereses A Eethers = 

‘ : And it is in dying, that we are born in the first 11 months of 1955, and 

; é S a 15% increase in liabilities, com- 

Where there 1s sadness, JOy. to Eternal Life. pared with the same period a year 
fi - b ago, according to figures released | 
ST. FRANCIS OF ASSISI by Dun & Bradstreet’s credit clear- 


ing house. Total for the 11-month 
period is 789 store failures, with 
liabilities of $16,450,000. 

In the same period, apparel 
wholesaler failures jumped 37% in 
numbers and 51% in amounts 
above the ’54 figures. Failures 
total 59 so far in 55; total losses to 
creditors amounted to $2,146,000. 

A slight failure increase of 1% 
was shown by manufacturers of 
apparel and other finished prod- 
ucts—an 11% increase in dollar 
losses. Apparel industry totals for 
the 11 months were 409 manufac- 
turers, with total liabilities of $17,- 
680,000. 

Manufacturers of textile mill .* 
products, however, showed a de- 
cline of 42% in number of failures 
and 52% in liabilities during this 
period. . 


: 


A 


NAM Names Thomas V.P. 


Edward F. Thomas, formerly 
a v.p. and public relations account 
supervisor of J. Walter Thompson 
Co., has been appointed v.p. in *° 
charge of public relations of Na- 
tional Assn. of Manufacturers, 
New York. The position has been 
vacant for more than a year since 
the resignation of John T. Thatch- 
er, who opened his own public re- 
lations office. Before joining 
Thompson in 1954, Mr. Thomas 
held a similar position with Gey- 


Western New York. Other new 
officers include A. D. Palmer Jr., 
Rudolph Wurlitzer Co., v.p., and ; 
William G. Cook, Community | 
Chest of Buffalo & Western New 
York, secretary-treasurer. 4 


' 
er Advertising. . 
MATHISSON AND ASSOCIATES, INC. 
N.Y. PR Group Elects 
Advertising Counselors Francis W. Dunn, director of 

public relations of Bell Aircraft 
Corp., has been elected president I 
NEW YORK MILWAUKEE LOS ANGELES of the Public Relations Assn. of | 
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Advertising Age, December 19, 1955 


K&E Lands 


Pepsi; Will 


Drop Welch Grape Juice 


(Continued from Page 1) 
were any speculative angles pur- 
sued. Three members of the agen- 
cy’s five-man executive committee 
—Thomas D’Arcy Brophy, board 


Dwight Mills D’Arcy Brophy 

chairman, Dwight Mills, chairman 

of the executive committee, and 
William B. Lew- 
is, president— 
appeared before 
Pepsi’s top brass 
on several occa- 
sions “and just 
told them about 
Kenyon & Eck- 
hardt.” 

The same agen- 
cy source said 
that the 1956 

‘Pepsi campaign, 
recently present- 
ed by Biow-Beirn-Toigo and ap- 
proved at a Miami meeting of Pep- 
si and bottler officials, would not 
be changed, at least not in the first 
half of the year. 


William B. Lewis 


® Meanwhile, John Toigo, top 
man on Pepsi at Biow, told AA to- 
day he would not follow the ac- 
count to K&E. He said he was 
“sticking with” an earlier state- 
ment to the effect that “my destiny 
is here” (AA, Nov. 28). 

Mr. Toigo also said he hadn’t 
“thought through” the subject of 
his contract with Pepsi-Cola, 
which contains a stipulation of 
two years’ notice in event of a 
change of agency. He said he 
therefore has “no comment” on 
whether he will seek to have this 
provision enforced. 

In moving to K&E on April 1, 
therefore, Pepsi apparently is op- 
erating under the four-month no- 
tice terms of an earlier contract it 
had with Biow-Beirn-Toigo. 

For K&E, popularly considered 
to have run McCann-Erickson a 
close second in the bidding for the 
$15,000,000 Coca-Cola account in 
October, garnering the Pepsi busi- 
ness climaxes a year of many 
changes—most of them account re- 
signations. 


® K&E said it resigned Gorham 
Silver; Berkshire Knitting Mills; 
its share of Renfield importers 
(Martini & Rossi vermouth, Piper 
Heidsieck and Remy Martin 
champagne); Hunter and Wilson 
division of Frankfort Distillers; 
Browne Vintners; Eastman Chem- 
ical; Pepperidge Farm and Man- 
hattan Shirts. 

It lost Schick shavers in October, 
but it had been named to handle 
the new Whirlpool-Seeger combi- 
nation, and the Glass Container 
Institute. Recently it added RCA 
of Canada. 


s Actually, the agency is currently 
billing at more than $60,000,000 a 
year. Last year it collected two 
substantial accounts in RCA ($7,- 
000,000 at the time of acquisition) 
and Equitable Life Assurance So- 
ciety of the U.S. (which billed 
$2,600,000 in the year before K&E 
got it). It brought the agency well 
into the plus side of 1954’s gain 
and loss column—in that year K&E 
lost National Brewing Co. (an- 
other piece of the Owen package), 
the Lincoln division of Ford, and 
Mennen’s shaving cream and 


brushless shaving cream. Late in 
the fall it picked up Whirlpool 
and the public relations advertis- 
ing of Shell Oil Co. 

Early in 1955 it acquired the 
Glass Container Manufacturers In- 
stitute, and its Canadian office 


| picked up two of the parent agen- 
|cy’s accounts—Welch’s grape juice 
‘and jams in Canada, and RCA 


Victor Co.’ Ltd. 


® No K&E man talks lightly of 
the black spring of 1952. In June 
of that year, along with smaller 
losses, National Distillers’ PM 
whisky and Piel Bros., both sub- 
stantial billers, went out of the 
shop, and a week later the remain- 
ing $4,000,000 of Kellogg billing 
(which Leo Burnett had been 
steadily whittling away from 
K&E) departed from the agency. 
It was a bleak time. 

That fall, the agency made an 
uncharacteristic decision. Owen & 
Chappell dissolved, and John H. 
Owen came into K&E as a v.p. 
and account supervisor, while 
Charles Chappell became a con- 
sultant and vice-chairman of the 
review board. With them came a 
big bag of liquor accounts (Na- 
tional Brewing, the Frankfort 
brands, Browne Vintners and Ren- 
field Importers). It also served 
to provide an interesting example 
of advertising arithmetic. At a 
press conference, shortly after 
Thomas D’Arcy Brophy had an- 
nounced the billing brought by 
Owen to be $4,500,000, Mr. Owen 
(apparently inattentive during the 
Brophy explanation) told report- 
ers it was $3,500,000. 

It was not wholly a happy 
blending. When the accounts be- 
gan to move out of the shop (Mr. 
Owen also left at this time, and is 
now with Doherty, Clifford, Steers 
& Shenfield), K&E executives 
breathed a little easier. A 
quite different situation arose 
a few months later. Andrew F. 
Hewitt and David Ogilvy broke up 
their partnership, and Hewitt 
moved to Kenyon & Eckhardt as 
v.p. and director, and to no one’s 
surprise, the Chase National Bank 
soon followed him. 


® Nowadays, riding the big bill- 
ings, the agency is inclined to think 
it ought not to have made the 
Owen deal, but that it would be 
happy to make the Hewitt one 
any time. And in the last year, 
when two substantial pocket ac- 
counts (one of $5,000,000 and one 
of $4,000,000) were being negoti- 
ated in New York, K&E told the 
negotiators flatly it had no inter- 
est in their billing. 

In the last year, K&E has de- 
monstrated sharply the kind of 
agency it expects to be in the fu- 
ture. Most of the accounts lost this 
fall were small (Schick was an ex- 
ception) and K&E apparently felt 
(1) the account was unprofitable 
or (2) it lacked the potential K&E 
thought it had when it was ac- 
quired. 

Eastman Chemical is a good ex- 
ample of the second type. K&E 
had hoped it had another DuPont 
in the making, but the big com- 
pany stuck close to primary pro- 
ducing objectives, and the agency 
reluctantly decided it had misap- 
praised the probable course the 
company would take. “It cost us a 
lot of money on the deal,” Dwight 
Mills, now chairman of K&E’s ex- 
ecutive committee, has said, “be- 
cause I was stubborn and because 
I was so sure they were going to 
swing to the consumer end.” 


@ In the second place, the agency 
has moved into the branch office 
field, with new offices opened in 


Philadelphia and Chicago during 
the year. 

In the third place, it is an agen- 
cy devoted to management tech- 
niques. It has instituted a training 
course in how to hold meetings 
for K&E men who must hold meet- 
ings. It has set up an annual meet- 
ing itself, so that all the agency 
people can catch up with what’s 
going on across the board. It works 
hard on sticking close to a “Book 
of Standards” (in which the think- 
ing and objectives of the agency 
are outlined) and a “Book of Pro- 
cedures,” in which K&E’s organi- 
zation, methods to be followed in 
servicing clients, and principles 
governing the various operating 
units are all clearly stated. 

It is an agency that believes, in 
the words of William B. Lewis, its 
president, that “many agencies ac- 
cept assignments from clients 
whom they are not set up to serve, 
or whose demands for specialized 
and extraordinary work will wreck 
normal service to the other clients 
or whose method of operation will 
never jell with the agency’s meth- 
od of operation.” 


® What K&E wants for itself is 
fairly simple: It wants to be a 
national agency with a diversified 
list of clients, small enough in 
number so principal people can 
attend to them, but big enough in 
billings to afford the kind of serv- 
ice K&E thinks they ought to have. 

It is an agency which waded 
hard into tv. Last year nearly 40% 
of its total $51,000,000 in billing 
came through broadcast media, 
and 30% of the total was televi- 
sion. By the end of 1955, this pro- 
portion may be even higher. In 
view of the importance of tv to 
the agency, it is not surprising that 
the 13-man board of directors 
habitually sees a run-through of 
last week’s commercials before 
it sits down to lunch each Monday 
noon, nor is it surprising that 
Wickliffe W. Crider, v.p. in charge 
of radio and tv, is a director. 

Significantly, President Lewis 
also came out of broadcasting, and 
was programming v.p. for CBS 
before war service with the Office 
of War Information. 

It is also an agency that hasn’t 
been afraid to take chances in 
television. Some observers think 
the “spectacular” was not the in- 
vention of the networks, but of 
Kenyon & Eckhardt—or in this 
case Bill Lewis—when he blithely 
tossed Ford Motor Co. into a 90- 
minute, two network extravaganza 
costing $500,000 to celebrate Ford’s 
50th anniversary. 

What most people remember 
with delight, many a K&E man 
remembers with trepidation—for 
after the commitment was made, 
the stars lined up, the writing and 
film clips and Leland Hayward all 
meshing together, it settled grimly 
over the agency that a genuine, 
full-blown fiasco could very well 
cost the organization its largest 
account. The show was a success. 
It cut a new pattern, and K&E 
caught bouquets instead of buffets. 


® How the agency is run is prob- 
ably indicated by the members of 
the board of directors: President 
Lewis; Board Chairman Brophy 
(who has been sufficiently free 
of account work in recent years 
to do things like the much-praised 
American Heritage campaign); 
Dwight Mills (executive commit- 
tee chairman); Edwin Cox (senior 
v.p. and plans board chairman). 
Vice-presidents on the board in- 
clude: Anderson F. Hewitt; Max- 
well Ule (research director); Hal 
Davis (public relations-promotion- 
merchandising); W. W. Crider 
(radio and tv); G. T. C. Fry; Don- 
ald Miller (Detroit manager and 
Mercury account exec.), Joseph P. 
Braun (media); Gerald Link (art 
director); and D. C. Stewart 
(treasurer and general manager). 


Agencies Shift as 
Competition Bubbles 
in Carbonated Field 


New York, Dec. 15—Soft drink 
accounts are proving as slippery as 
banana peels. 

In a fluctuating market picture, 
involving moves to cans, changes 
to larger bottle sizes and renewed 
stress on the low-calorie theme, 
six soft drink companies have 
switched agencies in the past year 
or so. 

The merry-go-round began 
spinning in October, 1954, when 
Dr. Pepper Co. (sales up from 
$7,000,000 in 1954 to $11,000,000 
in 1955) moved its account from 
Ruthrauff & Ryan to Grant Ad- 
vertising. 

Grant promptly resigned Dad’s 
Root Beer Co., which then ap- 
pointed Erwin, Wasey & Co. to 
handle its advertising. 

Activity speeded up last August, 
when Nehi Corp., maker of Royal 
Crown, left Batten, Barton, Dur- 
stine & Osborn, which had handled 
its account for more than a decade. 
Nehi (sales up from $8,000,000 in 
1945 to $11,000,000 in 1954) went 
to Compton Advertising. 

In October, of course, the in- 
dustry’s top seller, Coca-Cola Co., 
ruptured a 49-year relationship 
with D’Arcy Advertising by mov- 
ing to McCann-Erickson. Coke 
cited a desire to integrate further 
its international and domestic ad- 
vertising. Others cited Pepsi- 
Cola’s inroads on Coke’s leader- 
ship. 


s Showing that there’s logic to the 
advertising business, Pepsi last 
week served termination notice on 
Biow-Beirn-Toigo, pulling out in 
a storm of recriminations. This 
week it appointed Kenyon & Eck- 
hardt. 

And today Warwick & Legler 
contributed a fillip to the story by 
resigning the Hoffman Beverage 
Co. account. Hoffman is a subsid- 
iary of Pabst Brewing Co., which 
pulled its Blue Ribbon beer ac- 
count out of Warwick & Legler in 
October. 


heads up the RCA titan. 

A somewhat tighter group is 
the executive committee: Lewis, 
Brophy, Mills, Cox and Stewart. 
There are currently 100 stockhold- 
ers in the agency, or about a sixth 
of the employes, and no individual 
now owns more than 10% of the 
stock. 


® It is an agency addicted to phil- 
osophical concepts: 1. An ad bud- 
get ought not to be a single lump 
sum, but as many individual bud- 
gets as there are areas. 

2. The budget ought to be di- 
vided into defensive budgets de- 
signed to hold and build sales at 
a normal rate, and offensive bud- 
gets to boost sales in under par 
districts through additional adver- 
tising punch. 

It is also an agency addicted to 
research, a heritage which Max 
Ule has exploited into many new 
avenues of psychological and mo- 
tivational testing. For K&E was 
the product of two unusual men— 
Henry Eckhardt and Otis Kenyon. 


® Otis A. Kenyon, who died in 
1949 at 69, had been an engineer; 
his first job was with the Railroad 
Test Commission at the St. Louis 
World’s Fair. In 1918 he joined 
Ray D. Lillibridge Co., technical 
advertising, and he and Mr. Eck- 
hardt struck out on their own— 
| with a tiny legacy of accounts 
ifrom Mr. Lillibridge, who retired 
‘in 1929 (the biggest, and still with 


K&E as its oldest account, was 


the Canadian Pacific Railroad). 
Because of his engineering back- 
| ground, he believed in research. 


/Kenyon believed in research when 
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circles, and accordingly the agency 
set up a separate company—Otis 
Kenyon Research—which operated 
as a department, did independent 
studies, and was always housed 
somewhere near, but not in, the 
agency offices. It is this legacy 
(Kenyon was a pioneer in the Ad- 
vertising Research Foundation and 
served as its chairman) that makes 
Mr. Ule’s job somewhat easier. 


® Henry Eckhardt, who died in 
1942, was a graceful and cultivated 
man, whose interests were far 
from the nuts-and-bolts industrial 
accounts to which Mr. Kenyon was 
attracted. 

And so in the early days K&E 
presented an astonishing combina- 
tion of knotty industrial accounts, 
and a large group of fashion and 
soft goods and cosmetic companies; 
the accounts reflected the person- 
alities of the partners. 

The first big consumer account 
K&E acquired—and one which be- 
gan its trend away from indus- 
try—was Axton-Fisher Tobacco 
Corp., for which the agency ran 
the phenomenally successful Spud 
campaign. 

Kenyon & Eckhardt is now 
spread-eagled all through 247 Park 
Ave. in New York, where it has 
space on eight floors, plus some 
departments shoved out in the twin 
building at 480 Lexington Ave. 
K&E also maintains offices in Chi- 
cago, Detroit, Hollywood, Atlanta, 
San Francisco, Philadelphia and 
Toronto. Awkward the many- 
floored agency may be, but few 
agencies of K&E’s size can boast 
the low rent it pays. Having been 
in the building since its comple- 
tion, K&E harks back to the orig- 
inal terms of the lease in each ex- 
pansion, and in consequence its 
executives say ruefully: “We may 
have to move some day, but right 
now we just can’t help taking ad- 
vantage of that rent!” 


NIAA Ads Will Run 
in ‘WSJ’ on Public 
Service Basis 


New York, Dec. 15—A series of 
ads on the importance and value of 
industrial advertising will break 
in January in the Wall Street 
Journal, over the signature of Na- 
tional Industrial Advertisers Assn. 

WSJ is contributing space with- 
out cost to the association. Ketch- 
um, MacLeod & Grove, Pittsburgh, 
has made available the services of 
its staff to create the ads. NIAA’s 
public relations committee chair- 
man, Albert R. Teifeld, advertis- 
ing director of Copperweld Steel 
Co., Pittsburgh, and members of 
his committee have made arrange- 
ments so the association will not 
incur any advertising production 
costs. 

The ads, which will be approxi- 
mately quarter page in size, will 
explain the necessity of industrial 
advertising, the contributions it 
can make to a company’s over-all 
marketing program and the role of 
NIAA as a clearing house of infor- 
mation on advertising ideas and 
marketing data. 


® Reprints of each ad will be sent 
to NIAA free by WSJ for distribu- 
tion to all members. The associa- 
tion also will send reprints in 
limited quantity to top executives 
of a member’s company on request. 

A similar campaign to sell top 
management on the benefits of in- 
dustrial advertising was sponsored 
by NIAA and appeared in WSJ 
starting in May, 1950. 


WEAT Names Kerr 


Gordon R. (Don) Kerr, former 
general executive of WCOP, Bos- 
ton, has been named general man- 
ager of WEAT and WEAT-TV, 
West Palm Beach, Fla. These sta- 
\tions are owned by General Tele- 


Hewitt has an account group, Fry |it was unfashionable in agency |radio. 
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The South 
Is Different! 


by 
Harold 
Walker 


Have you heard that selling the 
South takes a different formula—a 
special effort? Wondered about the 
stories of “a changing South?” All 
right, here’s a way to sell the South 
in terms of its own individual struc- 
ture. 


THEY LISTEN TO IT 


The Memphis market itself, for in- 
stance, is 40 percent Negro. These 
people had never been directly 
reached until radio station WDIA 
became the first to program with 
Negro music and Negro talent alone. 
The tremendous pride and feeling of 
ownership these listeners have in 
their station is what pushed WDIA 
up from 250 watts to 50,000 watts in 
just one move. WDIA is now the only 
50,000-watt station in Memphis. It 
has the top Hooper and Pulse ratings 
against seven other stations, some of 
which have been on the air as long as 
twenty-five years. 


WILLING TO SPEND 


This 40 percent is distinguished not 
only for its proven devotion to one 
medium. It’s a group that often buys 
better than average, and more than 
average. The Negro population. of 
Memphis buys 50.3 percent of all the 
mayonnaise. They buy 60 percent of 
all the deodorants. 44.5 percent of the 
girls’ dresses. 648 percent of the 
flour. They'll make over a quarter 
billion dollars in 1955. And they'll 
spend 80 percent of it, on consumer 
goods and services. 


ONLY ONE IN AMERICA 


In short, WDIA’s Memphis and Mid- 
South opportunities are these. A 
market of 1,230,724 Negroes—more 
than there are in New York, Los 
Angeles, Philadelphia or Chicago. A 
market of 80 percent spenders who 
buy quality and quantity. A market 
in which no other medium even ap- 
proximates the coverage of WDIA, 
much less the specialized appeal. A 
market whose acceptance of WDIA 
has shot it to the top—and kept it at 
the top—of power and audience 
measurements. 
Just how much weight is carried by 
this solid 40 percent has been shown 
in the success stories of such adver- 
tisers as 

Pan-Am Gas, Gold Medal Flour, 

Borden’s Silver Cow Milk, Cheer, 

Wonder Bread, Wilson Meats. 


There’s a good record made by | 


WDIA in the line that interests you 
most. Would you write and let us 
know the kind of product on which 
you'd like to have some figures? We 
believe they'll add up to one formula 


for “a changing South” which can be 


of real advantage to you. 


WDIA is represented nationally by 


the John E. Pearson Company. 


Gracie President 


BERT 1 Ag Ceneral Manager 


oe 


HAROLD WALKER, Commercial Manage: 
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i National Nielsen Ranking of Radio Shows 
| Two Weeks Ending Nov. 12, 1955 
All tigures copyright by A. C. Nielsen Co. 


Current 


Homes* 

| Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (786) 
1 Dragnet (Cremtertiete, PAB) o..ccccccccscscccescccccasscccsccstccecsccesscececcesssececesess 1,896 
2 Two for the Money (P. Lorillard, CBS) ooo. cccceccecceececeeeeeen 1,757 
3 I orn, sacaceceulerenseceuancta 1,757 
4 Your Bet Your Life (DeSoto-Plymouth, NBC) 0.00.0 cccccccccceseeees 1,665 
5 Great Gildersleeve (Participating, NBC) .o.....o.occ ccccccccccececesesveces 1,572 
6 $64,000 Question (Revlon, CBS) oo...cccccccccccccccccccecscsescscsssvsesesesssvensesees 1,572 
7 Neen ee eee ns ccnsiliediicosces cessmetokcpunclin 1,526 
8 Edgar Bergen (Philip Morris, CBS) ..........cccccccccccscocececessscsesencscereeeevene 1,434 
9 Gunsmoke (Liggett & Myers, CBS) .o.....c.cccccccccccccccsscscscscersrsvsceeeseereeee 1,434 
10 Gene Autry Show (Wm. Wrigley Jr. Co., CBS) oo.coccccccccccccccceeeeseeee 1,295 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (786) 
1 One Man's Family (Participating, NBC) .......cccccccccccccoccscseesceeereseoeeere 1,804 
2 News of the World (Miles Labs., NBC) ..........cccccccccccccccccesceeccesseeeeee 14665 
3 Lowell Thomas (Delco Batteries, CBS) .........cccccccccccccccseseesceseescesreeeesees 1,572 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,387) 
1 Young Dr. Malone (Toni, Sleep-Eze, CBS) o.............ccccccccccssececeseeeenes 2,312 
2 Guiding Light (Procter & Gamble, CBS) ............ccccccccccesesescsesseeeseeenee 2,312 
3 Ma Perkins (Procter & Gamble, CBS) .........0ccccccccccccccccsessceeseeeseeseeneee 2,173 
4 Arthur Godfrey (Campana, 11, CBS) ...........-cccecccccccscesessceseeseeeeeseenees 2,127 
5 This Is Nora Drake (Bristol Myers, CBS) ..........ccccccccccccccecceseesceneeeneeees 2,081 
6 Road of Life (Procter & Gamble, CBS) ..............cccccccccccccsceseesseeneeeees 2,035 
7 I NS OO i ns Uhl sas dewdedaseoeve cacccseseste 2,035 
8 Arter Godivay (Kellogg, CBS) ncccsccs.cn.csccssscceosesscsessscssessosecsscoresencesess 2,035 
9 Perry Mason (Procter & Gamble, CBS) .............cccccccccccsseseeseeseesnenceneenee 1,988 
10 Arthur Godfrey (Campana, 10:15, CBS) .............ccccccccccecseesceeseeeneeseeee 1,988 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (509) 
1 Your Nutrilite Theater (Mytinger & Casselberry, NBC) piece AiR ewcis 1,249 
2 Woolworth Hour (F.W. Woolworth Co., CBS) ..........ccccccccccseeesceeesseeees 1,249 
3 RINNE, CUMIN” oe, Sea cisssccndiisavnccisedsctesiotneciosores 971 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (694) 
1 Gunsmoke (Liggett & Myers, CBS) .........cccccccecccccceccssseeeneeeeeeeeeeeneeee 1,619 
2 Allan Jackson-News (Chevrolet, 12, CBS) ........cccccccccccccccessseeeeeseeeeeee 1,295 
3 National Farm and Home Hour (Allis-Chalmers, NBC) .................... 1,249 


*Percentage of homes reached (‘‘Nielsen-Rating”) may be determined by comparing 
the total number of homes reached with 46,244,000, the 1955 Nielsen estimate of 


total U.S. radio homes. 


Union Pacific's 
$3,300,000 Budget 
for Ads Is ‘Invested’ 


(Continued from Page 3) 
railroader like me,” he said. “It 
equals the gross income of all the 
railroad lines in the U.S.” 

In deciding its advertising bud- 
get, the Union Pacific solicits the 
views of its representatives in 70 
cities, then “sifts and grades them, 
before we reach a conclusion,” Mr. 
Lynch said. 

Second in command at UP’s 
Omaha headquarters, Mr. Lynch 
represented the management view- 
point at the club’s seventh annual 


program, originated to honor 


Cleveland-prepared advertising. 
Plaques for sponsorship of award- 
winning promotions were awarded 
to 11 companies (AA, Nov. 28). 


Knoles Joins Chapin-Damm 


Larry Knoles, most recently 
with Raymond I. Lang Advertising 
and earlier with Raymond L. 
Sines & Associates, both of San 
Francisco, has been named an ac- 
count executive of Chapin-Damm 
Advertising, Sacramento. 


Rumpp to Ried! & Freede 


C. F. Rumpp & Sons, Philadel-_| 


phia manufacturer of leather goods, 
has moved its account from McKee 
& Albright, Philadelphia, to Riedl 
& Freede, Clifton, N.J. 


MAKE YOUR CHOICE 


Jowa Dealers FIRST Choice! 


eae 


Wallaces’ 
Farmer 
and lowa 
Homestead 


4.2% 
3.5% 


1.4% 


An Iowa hardware wholesaler 
asked his Iowa dealers: “In 


what farm publication do you 
prefer to see advertising for 
merchandise you sell?’ The 


chart shows the results. 


Other dealer preference sur- 
veys on request. 


Let us help you with a poll of your 
lowa dealers’ preference. 


“(4 - ie 


o oe 


No. 1 Medium in the No. 1 Farm Market in the Nation! 


WALLACES’ FARMER 
and IOwA HOMESTEAD 


RICHARD 5S. PIERCE, PUBLISHER * OES MOINES. IOWA a 


Pen ee Sha SS RD 
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... NASHVILLE BORN.:. NASHVILLE OWNED... NASHVILLE MANAGED 


PRINTED WITH GOLD—The Nashville Tennessean has had unusual suc- 
cess in printing this ad with a gold metallic ink. Generally believed 
“impossible” in daily newspapers, this run “was made with a min- 
imum of effort with the ink flowing freely,” according to the Ten- 
nessean. The ink, developed by a Nashville ink house, is used in this 
second “gold” ad for Harveys department store. Printed in gold arc 
the initial letters H. S. C. of “Harveys is your Santa Claus,” the 
snowflakes, the logotype, and the trim on the Christmas tree. 


New Slow-Motion TV 
System for Industry 


Uses Phone Circuits 


PHILADELPHIA, Dec. 13—The Bell 
Telephone Co. of Pennsylvania 
and the Dage Television division, 
Thompson Products Inc., Michigan 
City, Ind., joined forces last week 
to give the first public demonstra- 
tion of an industrial television 
system which operates over ordi- 
nary telephone lines. 

The new system operates with- 
out costly video pairs, microwave 
|or coaxial cables. 

Bell Telephone is offering the 
service to industrial customers 
within a 25 mile radius of Phil- 
adelphia. Dage Television devel- 
oped the system. 

Called Data-Vision, the new tv 
system will be used experimental- 
ly by the Philadelphia National 
Bank between its downtown of- 
fice and its center-city office. 


# Data-Vision is designed to make 
possible at low cost almost in- 
stantaneous signature verification 
for branch banking. It can also 
transmit pictures, printed or writ- 
ten material, meters or gauges. It 
is not designed for action trans- 
mittal. 

In the demonstration last week 
the Data-Vision camera and mon- 
itor at the sending end stood with- 
'in a few feet of the receiver. But, 


‘them travelled over 10 miles of 
'telephone wire. 

Dage developed the new system 
}over a two-year period, using a 
|slow-scan transmitter which com- 
|pletes the picture on the screen 
| within two to four seconds. 


The camera is about the size of | 


a box camera. The image appears 
on the 6x2” viewing screens on 
|the monitor and the receiver. 


Ordinary industrial tv requires | 


'the transmission of a band of fre- 
quencies 4,000,000 cycles wide. 
Data-Vision requires only an 
'8,000-cycle band width. 


Sheraton Telecasts 
of Notre Dame Games 
Netted ‘Nice Profit’ 


New York, Dec. 14—Large 
screen televised football and re- 
freshments—liquid and otherwise 
—are a pleasant combination for 
sports fans. 

The Sheraton Closed Circuit 
Television Network found this to 
be true this fall when it fed three 
top Notre Dame games to hotel 


| ballrooms in ten cities. More than 


25,000 people paid $4 a head to 
see the contests. 

All admission fees went to Notre 
Dame’s distinguished faculty lec- 
ture series; line charges and other 
expenses were paid by the uni- 
versity. 

The Sheraton network, which is 
a subsidiary of the hotel chain, 
made its profit on the sale of 
Crinks and food. There were bars 
in the ballrooms where the games 


were seen and hotel managers re- 


ported an upsurge in business in 
d‘ning rooms and permanent bars. 
The consensus was that the Sher- 
aton network—and the Sheraton 
hotels participating—made a 
“nice profit” on the three games. 
Strongest indication of the suc- 
cess of the venture is the fact that 
the network already is planning to 
carry as many Notre Dame grid- 
iron games as can be cleared next 


‘ |season. The lineup of hotels also 
the material transmitted between | 11) pe increased. 


‘Time’ Promotes Florman 

Charles Florman, in charge of 
Scandinavian and German adver- 
tising for Time’s international edi- 
tions for the past two years, has 
been named associate European 
advertising director. 


Robert Dorin Named V.P. 


Robert Dorin, sales manager for 
the past 11 years of Modern Pho- 


tography, has been appointed v.p. 


in charge of sales for both Modern 


Photography and Photo Dealer. 
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Chancery Ruling O.K.s 00. yu 


$1,000,000 Willis Claim 


(Continued from Page 1) 
for all money due him; and (3) 
Mr. Willis be permitted to inspect 
the R&R books to ascertain the 


= “(Mr. Bell’s report] stated that 
Willis’ salary deductions 
amounted to $4,800 and that his 


reduced Mr. Willis’ figure for mag- advancing Mr. Willis an additional 
azine space by $11,600 without Mr. | $1,700, with the net result that 
Willis’ knowledge or consent,” the | R&R would only be advancing Mr. 
master wrote. Willis $300.” ~ 


ee were $3,400 and said that) 
he new loan could be made by | apart, yet you call me every kind return Mr. Willis’ note in the 


you were sick and said I would,check to R&R in New York. Mr. 
take it only if you agreed. | Ryan Jr. testified in this case that 

“‘T told you what was being | R&R offered to give Mr. Willis the 
planned. Throughout this whole|Internal Revenue Department 
mess I have felt that our interests | check payable to him and his wife 
were more closely related than in the amount of $5,000 and also 


of blackguard imaginable. "amount of $5,000 held by R&R, in 

“In this racket that’s compar-| consideration of Mr. Willis giving 
ative to two inmates on a penal| R&R in return a general release 
jute machine calling each other | for any and all claims Mr. Willis 


agency’s indebtedness to Mr. Willis 
under the self-styled “irrevocable” 
contract. (Mr. Willis filed the suit 
in November, 1954, two months 
before R&R lost the airline’s ac- 
count to Lennen & Newell.) 


4. The so-called letter of termi- 
nation of Mr. Willis’ contract is 
void. 


® The master said he did not be- 
lieve Mr. Van Buren’s testimony 
on taking the contract cancellation 
letter to Mr. Willis’ room on March 
29, 1946, the exchange of $1 bills 
and the handing over of the two 
checks totaling $6,075. 

“Mr. Van Buren’s testimony was 
obviously carefully rehearsed,” 
the master wrote. “However, he 
was impeached by his own letter 
which has never been explained 
or refuted in this record by the de- 
fendant.” 

(The letter referred to was from 
Mr. Van Buren to Mr. Willis, 
dated March 29, ’46. In it Mr. Van 


® In ruling that the R&R-Willis 
contract was valid, the master also 
ruled that a letter of “termination, 
cancellation and rescission” was 
void. R&R had maintained that the 
contract was ended Feb. 1, °46, 
when Mr. Willis signed this letter. 
In his report Master Wescott 
charged, among other things, that 
Frederick B. (Barry) Ryan Jr., 
R&R board chairman; J. Lewis 
Ames, v.p. and secretary of the 
agency, and Ralph Van Buren, 
former R&R v.p. and secretary, 
filed counter-affidavits in the case | Buren wrote that he was mailing 
which withheld material informa- the termination agreement. The 
tion from the court. _master ruled that this letter direct- 
“By withholding Mr. Van_ly contradicted Mr. Van Buren’s 
Buren’s letter the defendant (R&| testimony and revealed that he did 
R) concealed from the court mate-| not visit Mr. Willis personally on 
rial evidence, nullifying the quoted | March 29, ’46.) 
letter of the plaintiff dated March| The master also wrote that he 
20, 1946, and by so doing, perpetra- was forced to conclude that the two 
ted a fraud on this court,” the checks totaling $6,075 were not de- 
master wrote. “The presumption is livered to Mr. Willis until after 
thereby raised that defendant has | March 29 and that they were given 
concealed other material evidence.” | to him as part payment of com- 
The “lifetime, irrevocable” con-| pensation due, and not as final 
tract Mr. Willis signed with R&R payment for termination of the 
when he moved the airline account contract. 
to the agency was to be effective | 
until Mr. Willis died or R&R lost | ® The master pointed out that al- 
the account. The contract provided | though Mr. Willis needed money 
that Mr. Willis was to get $1,000) | badly at that time, one check was 
monthly, plus one-third of gross | not cashed until 12 days later and 
commissions that exceeded $18,000 | the other, 42 days later. 
in any six-month period. It also| “I find that Mr. Van Buren’s 


The master’s report also said: | crooks.’” 
“TI find that R&R made agreements 
with Mr. Willis in 1947 and 1948|® The master continued; “I find 
during his illness to adjust his|that R&R continued to dominate 
income taxes and other debts, as) ‘Mr. Willis in his weakened physical 
set out in Mr. Willis’ letter to| and financial condition, and under 
F. B. Ryan Jr., dated Aug. 9, 1948, ‘the pretense of the necessity to 
and failed to keep its agreements | reorganize its New York office, 
with Mr. Willis. and while Mr. Willis was still 
“It was not until April 26, 1951,| in financial difficulty, F. B. Ryan 
that R&R attempted to compromise | Jr. on Oct. 27, °52, after the New 
Mr. Willis’ income tax problem York six-year statute of limita- 
with the Internal Revenue Depart- | tions had run, informed Mr. Wil- 
ment. lis that R&R would have to dis- 
“During the year 1947 Mr.| pense with his services effective 
Willis suffered his severe heart) the first of the year.” 
attack, and up to the year 1952,; 7%. Frederick B. Ryan Jr. filed 


Willis, R&R and American: the Background 


CuicaGco, Dec. 14—P. P. (Pete) Willis, veteran adman, has been 
associated with American Airlines and its advertising for the past 
25 years. 

Mr. Willis handled the company’s advertising from 1930 to 1937 
when he headed his own agency in Chicago. The company then was 
known as American Airways. In 1938, shortly after he dissolved his 
own agency, Mr. Willis was authorized to hire an agency for Amer- 
ican by C. R. Smith, president of the company. 

He moved the account to Ruthrauff & Ryan after he signed a “life- 
time, irrevocable” contract with the agency, which was to pay him 
$1,000 monthly plus one-third of all gross agency commissions that 
exceeded $18,000 in any six-month period. The contract was to re- 
main in effect until he died or R&R lost the account. 

Mr. Willis worked for R&R as account executive, on the airline 
account and in other capacities, from 1938 until 1952, with the excep- 
tion of 1946 when he was the fulltime director of advertising for 
American. He was on the airline’s payroll from September, 1938, un- 
til several months ago. 

Considered a pioneer in the airline advertising field, Mr. Willis 
has written several books and pamphlets on the airline industry. He 
has been in ill health since 1947, when he suffered a heart attack. 

Mr. Willis filed suit against R&R in November, 1954, several months 
before the agency lost the account to Lennen & Newell (AA, Feb. 14, 


might have against R&R. 

“Mr. Ryan Jr. stated that his 
company made the offer, and he 
knew about it. The lawsuit is still 
pending.” 


Dichter Newsletter 
on Motivation (at 
$100 Yearly) to Bow 


CrOoTON-ON-Hupson, N. Y., Dec. 
13—Dr. Ernest Dichter, who heads 
the Institute for Motivational Re- 
search, is going to publish a pri- 
vate monthly report on motivation 
research in marketing. 

The new report will be called, 
“Motivations,” and the subscrip- 
tion price for one year (12 issues) 
has been set at $100. 

The first issue of “Motivations” 
will appear in February and will 
carry articles on such topics as: 
“How to Create a New Line,” 
“A Special Report on the Changing 
American Taste,” “The Motiva- 
tional Advisor,” “What We Can 
Learn from Foreign Ads,” “Is the 
Customer Smiling?” and “How to 
Sell Yourself to Your Salesman.” 

Dr. Dichter has announced that 
the circulation of his report will 
be “limited to 1,500 charter sub- 
scribers, representing the leader- 
ship of the American industrial 
and advertising world.” 


S. F. Adclub Juniors Elect 
Miles Staples, in the production 
department of Batten, Barton, 
Durstine & Osborn, has been 
elected 1956 chairman of the San 


specified that Mr. Willis could de- 
vote as much of his time as he 
deemed proper to outside business 
and activities. 


® The big dispute in the case has 
been over the letter cancelling the 
contract. Mr. Willis testified that 
he received the letter through the 
mail, signed it without reading it, 


read it later and found that it was | 
not what he thought it was and_ 


mislaid it among his personal pa- 
pers. 

Mr. Van Buren testified that (1) 
he brought the letter to Mr. Willis’ 
room, (2) they exchanged $1 bills, 
(3) that he gave Mr. Willis two 
checks totaling $6,075 and (4) Mr. 
Willis signed the agreement. (How 
the letter ever found its way back 
to the agency was not explained 
during any of the court hearings.) 

Master Wescott divided his find- 
ings of fact into the following 
major categories: 

1. Mr. Willis was an employe of 
American Airlines with the knowl- 
edge and consent of R&R. 

2. Mr. Van Buren was acquainted 
with Mr. Willis’ financial condition. 

3. Lack of good faith and fair 
dealing on the part of R&R. 


® The master’s report charges that 
“Mr. Van Buren and Barry Ryan 
Jr. betrayed the confidence and 
trust that Willis placed in each of 
them by displaying a lack of good 
faith and fair dealing with Mr. 


Willis, when Mr. Van Buren false-|312% interest. He asked for and 
ly represented to Mr. Willis that | received similar loans in 1949 and 
$7,500 was a generous, fair and 1950, according to the master’s re- 
equitable settlement of his con- | port.) 


tract, concealing from Mr. Willis | 
at the time R&R’s assumed billing 


for the year on the American Air- introduced from the defendant’s | 


testimony must be disregarded in 
its entirety as being untrustworthy 


55). American’s estimated billings for 1954 were $4,000,000. 


Francisco Advertising Club Junior 


and unreliable,” the master wrote. 

5. The so-called letter of termi- 
nation was never delivered to the 
defendant. 

The master wrote: “I believed 
all of Mr. Willis’ testimony to be 
the truth and represent the true 
facts at the time, but I did not be- 
lieve the testimony of Mr. Van 
Buren to the contrary to be the 
truth.” 


when Mr. Willis was dis- 
charged by the defendant, 
R&R exercised complete domina- 
tion over Mr. Willis and his em- 
ployment. Without consulting Mr. 
Willis as exclusive account execu- 
tive of R&R for the American Air- 
lines account, R&R appointed in 
his stead C. L. Smith—the brother 
of C. R. Smith, head of American 
Airlines—continuing however to 
pay Mr. Willis under his contract 
in excess of the basic salary of 
$1,000 per month provided for in 
the contract and withholding a 
large part of the additional com- 
pensation provided for therein, 
under the pretense and promise to 
Mr. Willis to pay his debts and 
compromise his federal income tax 
obligation. 


® The master continued: “I also 
find that when F. B. Ryan Jr. 
stated that he first saw the so- 
called letter of termination the 
first of April or during the first 
few days of April, 46, he was in 
error.” 

6. Ruthrauff & Ryan withheld 
money from Mr. Willis without his 
authority. 

The master’s report said: “I 
find that R&R knew that Mr. Willis| ® “After entering into said agree- 
was in need of cash to meet his|ments with Mr. Willis, R&R failed 
monthly obligations. With  this/| to live up to the said obligations to 
knowledge, however, the defen-|Mr. Willis.” 
dant withheld, without Mr. Willis’ | In his report, Master Wescott 
consent or knowledge, $200 per | said he found that a “scheme of 
month from his compensation af- | conspiracy has been in progress 
ter Mr. Willis paid his last loan to| from September, °45, after C. R. 
the defendant. The unauthorized|Smith returned from the US. 
deductions by the defendant from|Army after about three years’ 
Mr. Willis’ compensation after his|absence and induced Mr. Willis 
loan had been paid amounted to to move to American Airlines in 
$4,800 illegally withheld by R&R.” 1946. 

(Mr. Willis requested a $1,700 | “[{The scheme] materialized dur- 
loan from the agency in 1951, at ing the year 1948 and forced Mr. 


held for the preceding approxi- 

mately 10 years, as exclusive. ac- 

count executive for R&R of the 
The master continued: “In sup-| American Airlines in favor of the 

port of these facts the plaintiff | appointment of C. L. Smith. 

“C. L. Smith ...had advised Mr. 


lines account of $1,200,000 which | sworn list of documents an office | Willis prior thereto of the plan and 


would have netted Mr. Willis in | memorandum of R&R, dated Oct. | and reminded Mr. Willis that he) 


Willis out of the position he had | 


’ 


excess of $60,000 for the year 1946 | 5, 51, from J. B. Bell to Mr. Ryan} had informed him of the scheme | 


under his contract in salary and Jr., revealing a report made by Mr. 
commissions, instead of the $7,500 ‘Bell to Mr. Ryan Jr. that if the new 
urged by Mr. Van Buren as an ‘loan was made to Mr. Willis in 
settle- the amount of $1,700, the net re- 


equitable and generous 
ment.” 


“Mr. Van Buren also arbitrarily $300 on the part of defendant R&R 


‘in his letter to Mr. Willis at the 
Yale Club, Oct. 26, 1948, when he 
_ Stated, ‘I am not the type of person | 
‘who turns around and cuts a 


sult would be only an advance of friend’s throat. I was offered nom- 


Departmental. Ron Leon, public 

conflicting affidavits. ‘relations representative of the Na- 

The master’s report stated: “I| tional Automobile Club, was 

have examined the affidavits of|elected vice-chairman, and Rita 

J. B. Morris, Mr. Van Buren and | Bucklin, Popular Mechanics, was 
Mr. Ryan Jr. very carefully and | elected secretary-treasurer. 

find that Mr. Ryan Jr. exhibited 


a reckless disregard for the facts | 
in permitting himself to swear 
falsely in two affidavits, resulting 
in him permitting a false set of 
facts to be presented to the court 
to resist the plaintiff in his motion 
for a summary judgment. 

“I find that Mr. Van Buren 
made incorrect statements in his 
affidavit and [statements] in di- 
rect conflict with his signed letters 
to Mr. Willis and when he stated 
that Mr. Willis agreed and in- 
formed Mr. Van Buren that it was 
acceptable to Mr. Willis to become 
consultant of the American Air- 
lines account at $1,000 per month, 
plus expenses. 


Sanford Joins Raymond Sines 


Samuel S. Sanford Jr., formerly 
on the staff of Western Family 
and with Allied Properties Inc., has 
been named an account executive 
of Raymond L. Sines & Associates, 
San Francisco agency. 


Robert Keller Adds WTAO 
Robert S. Keller Inc. has been 
named to represent WTAO, Cam- 
bridge, Mass. The company took 
over representation of the station’s 
sister tv outlet some time ago. 


s “I also find that Messrs. Willis, 
Van Buren and Ryan Jr. did not 
meet for a consultation prior to 
July 1, 1948. I find that the state- 
ments of both Messrs. Ryan Jr. 
and Van Buren are unreliable and 
untrustworthy and should be dis- | 
regarded.” (The statements con- | 
cerned Mr. Willis’ switch from ac- 
count executive on the airlines 
account to a consultant. This oc- 
curred July 1, *48.) 

8. R&R sued Mr. Willis in 1953 
and then offered to dismiss the suit 
for a general release of all claims. 

In 1953, according to the mas- 
ter’s report, R&R offered Internal 
Revenue $5,000 in settlement of 
Mr. Willis’ income taxes. In re-|’ 
turn, R&R received a $5,000 prom- | stop sign—The House of Seagram 
issory note from Mr. Willis. in-|;,, cooperation with the National 
ternal Revenue rejected the offer Licensed Beverage Assn. and the 
and sent the money back to R&R | \National Retail Liquor Package 


in the form of a check made out | 
to Mr. Willis and his wife. Stores Assn., on New Year’s Eve 


The master wrote: “R&R sued | Will use 76 newspapers in 61 mar- 


en a 
Tae Houses oF SeACRAM 
Nogetber el) he veserw of Amores es tavecss and package store 


ae 


Mr. Willis and his wife to force | kets to urge “Safety First.” War- 
wick & Legler is the agency. 


inal control of this account when them to endorse and deliver said 
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Gc 


THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


A Merry Christmas and a 
Bright and Frolicsome New 
Year to all of you jolly characters 
who use Burgoyne’s 24-Karat 
Facts and Figures, and to those 
who will come aboard in 1956. 
May your troubles be small and 
your rewards immense in the year 
to come. 


xk «tk 
Greetings and Such Stuff to: 


Allan Aalgaard, Curt Abel, John Alden, Chuck 
Allen, Craig Anderson, John Anderson, Bruce 
Armstrong, Don Armstrong, Bob Barton, Ed 
Battey, Perc Beatty, George Beecher, Sid Bern- 
stein, Mary Berry, John de Bevec, Jess Bick- 
more, Gene Binder, Jerry Bir, Al Bishop, Angie 
Black, Bill Blair, Marcella Blaney, Doc Blanken- 
ship, Jim Bley, Fred Board, Jack Bradfute, 
Bill Bradley, Doc Brady, Bill Green, Joe 
Breeze, Maude Bremner, Bob Brooks, Lynn 
Brown, Gordon Buck, Guy Bullock, Warren 
Burchfield, Bill Burkhart, Leo Burnett, Al But- 
ler, Bob Caddoo, John Callender, Joe Caro, 
Harry Carpenter, Dana Carroll, Tom Carroll, 
Ollie Castle, Harold Catherwood, Allen Center, 
George Chatfield, Sam Cherr, Bill Christopter, 
Herb Cleaves, Earll Clements, Lee Copp, Warren 
Cordell, John Coulson, Tom Cox, Paul Cramer, 
Gerry Crennan, Dick Crisp, Bob Curtis, Gib 
Dannehower, Al Davis, Judd Davis, Martha Da- 
vis, Larry Deckinger, Kent Denman, Ken Den- 
net, Dave DeVore, Bill Diener, Ed Dierker, 
George Dippy, Ernie Doepke, Rufe Doig, Dave 
Donald, Hugh Doney, Hap Donham, Chuck Doo- 
ley, Joe Doyle, Larry Doyle, Bill Draper, Jean 
Drewett, Howard DuBois, Andy Duncan, Del 
Dunning, John Eggers, Bob Elrick, Brooks Em- 
ory, John Erickson, Art Esslinger, George Evers- 
man, Evelyn Ewton, Dean Farmer, Bill Farrell, 
Dore Feltz, Stanley Ferger, Herb Fisher, Tom 
Fleming, Cy Fox, Clint Frank, Sarah Frank, 
Hobe Franks, Atwood Fryer, Ed Gardner, Paul 
Gerhold, Dick Gibbons, George Gibson, Ted Gi- 
letti, Bob Graustein, Joe Greeley, Paul Grimes, 
Frank Gromer, Haak Groseth, George Hadlock, 
Frank Haeger, Bill Hagenah, Cap Halverson, 
Dusty Hardesty, Clarence Harding, Harry Hard- 
ing, Marv Harms, Marion Harper, Lou Harris, 
Henie Haupt, Ralph Head, Dick Heath, Ralph 
Hemming, Carl Hertzberg, Bob Holman, Ernie 
Holmes, Ted Honaker, Larry Hubbard, Harry 
Hurlburt, Chan Hurley, Norris Inveen, Joel Ir- 
win, Larry Jaffe, Dave Jaicks, Fred Jaycox, 
Harold Jensen, Bob Jobson, Arno Johnson, Ear! 
Johnson, Lyle Johnson, Shields Johnson, Howard 
Jones, Jesse Joseph, Joe Kelley, Jack Kent, Dan 
Kilfoyle, Bill Kinnaird, Jack Kofoed, George 
Kraus, Marty Krautter, Gus Kuch, Howard 
Kuhn, Clarence Kuipers, Ken Laird, Pete Lang- 
hoff, Bob Lavidge, Norm LeValley, Gorden Lew- 
is, Parlin Lillard, Bill Lincer, Ralph Linder, 
Chuck Little, Herb Little, Charlie Lord, Gina 
Lollobrigida, Bob MacDonald, George Mac- 
Govern, John Maddox, George Magnerson, Steve 
Mahoney, Earl Maloney, Herb Maloney, Laura 
Mang, Stan Marsh, Rod Matteson, Lou Maxon, 
Tom Maytham, Jim McAnulty, Bill McCarthy, 
Dick McCarty, Frank McCord, Bob McDowell, 
Dick McLain, Jim McLain, Monty McKinney, 
Charlie McNaull, Art Menadier, Bill Menne, Er- 
nie Mennell, Jim Merriman, Al Meyer, Lioyd 
Miller, Fred Mitchell, Marilyn Monroe, Charlie 
Moore, Homer Moyer, Bill Mullin, Mike Mullin, 
Jim Mullins, Ted Murray, John Nagel, Perry 
Nahl, Joe Nelson, Roy Newmeyer, Millicent Niep, 
Bob Nims, Garrett Noonan, Gordon Norberg, 
Fred Norman, Lorry Northrup, Betty O’Brien, 
Chet Oehier, Gene Olson, Steve Osborn, Bill 
Osmond, Charlie Partington, Bill Pehiert, Filo- 
rence Perry, Bill Peters, Reg Pierce, John Piner, 
George Plass, Gene Pomerance, Bill Pool, Art 
Porter, Howard Powers, Jack Price, Lyle Pur- 
cell, Virgil Reed, John Rigotti, Bob Riordan, 
Clem Risk, Harry Roberts, Press Roberts, Bill 
Robinson, Bo Robinson, Doc Root, Connie Rus- 
sell, Fred Ryner, Wayne Sams, Chris Sante, 
Bill Sauerberg, Bill Savage, Jack Sawyer, Alan 
Schlesinger, Gus Schneider, Don Scott, Herb 
Selby, Ted Sessions, George Sewell, Jack Shaw, 
Mary Shortell, Ken Skillin, Gene Skinner, Bob 
Smith, Eldon Smith, John Sobotka, Hollis Spen- 
cer, Ken Sponsel, Bob Stark, George Stege, 
Howard Story, Omar Strickler, Carl Stursberg, 
Bill Suhring, Orville Summers, Gerry Tasker, 
Palmer Terhune, Mel Tharp, Dave Thurston, 
Thornton Tice, Mark Tishler, John Toigo, Neil 
Tonks, Dick Tully, Jack Turnbell, Bus Turpin, 
Max Ule, Pete Valois, Jack VanHorson, Si Vander- 
Meer, Frank Van Deventer, Treva Van Solin- 
gen, Harry Vosburg, Tom Walker, Tommie 
Walker, Bill Wallace, Frank Walsh, Lee Ward, 
Marsh Ward, Pete Warner, Ray Washburn, 
Walt Washburn, Bob Watson, Charley Webb, 
Al Webber, Jim Webber, Ted Weil, Al Welch, 
Don West, Bill White, Henry Whiteside, Jane 
Whyte, Floyd Wideman, Dean Wilhelm, Charley 
Wilcox, Stan Willer, Fred Willis, Paul Willis, 
Art Wimmer, Jim Witherell, Ralph Wittgraf, 
Johnnie Woodman, Charlie Woods, Doc Wulfeck, 
Wyman, Mary Young, Joe Zalley, Bill 
Ziegler, Hugh Zielske, ZaZa and YOU too! 


x kk 


Holiday greetings to many more 
of our good friends will appear in 
the December 26th issue of Food 
Field Reporter. 


FIRST MATIOWAL BANK BLDG., CINCINNATI 2, ommo | YeAr temporary toll tv authoriza- | 


Everyone—Zenith, CBS, NBC—Has | 


Ideas on ‘Bringing Up TV,’ FCC Finds 


(Continued from Page 1) 
to assure three substantially equal 
stations in 84 of the top 100 mar- 
kets. At the present time, FCC said, 
only 52 of these markets have three 
or more substantially equal assign- 
ments. 

The second CBS plan uses the 12 
v.h.f. channels, plus three new 
v.h.f. channels to be created from 
space currently occupied by other 
types of service. This plan would 
provide three equal assignments in 
each of the top 100 markets. CBS 
said u.h.f. assignments could still 
be used outside these markets, or 
to provide additional service in 
these markets. 


® RCA-NBC’s plan differed sub- 
stantially. While it urged FCC not 
to abandon any of the existing 
channels, including the 70 u.h.f. 
channels, it suggested that FCC at- 
tempt to de-intermix a number of 
markets “to provide a nucleus of 
predominantly u.h.f. service areas.” 

RCA-NBC was particularly em- 
phatic in warning against the elim- 
ination of the allecation system, 
and a return to the system used 
for am radio of case-by-case as- 
signments on the basis of applica- 
tion. Such a system, RCA-NBC 
said, would lead “to progressive 
deterioration of the service.” 

Besides de-intermixture, RCA- 
NBC said FCC could help u.h.f. by 
lining up the executive branch of 
the government in support of in- 
dustry proposals to repeal the 10% 
federal excise tax from tv sets 
which have a u.h.f. band. RCA also 
suggested that FCC go all-out to 
encourage multiple-station owners 
to undertake u.h.f. operations. 


® ABC, which has petitioned the 
commission repeatedly in recent 
years for actions to assure it access 
to desirable outlets in the 100 top 
markets, is proposing limited de- 
intermixture, plus a series of steps 
to increase the number of v.h.f. 
assignments available in major 
markets. 

Some of these proposals involve 
directional antennas and modifica- 
tions of FCC’s technical standards 
in order to make it possible to 
“drop in” stations which could not 
be authorized under the original 
allocation rules. 

ABC has clashed head-on with 
educational and church groups by 
proposing that FCC release for 
commercial use some of the desir- 
able v.h.f. assignments which have 
been held during the past three 
years for non-commercial educa- 
tion use. 

Anticipating this move on the 
part of commercial operators, the 
National Assn. of Educational 
Broadcasters told FCC the 18 non- 
commercial stations are already on 
the air with a potential audience 
of 30,000,000, and that others will 
be along if the commission allows 
sufficient time for the educators to 
organize. (FCC this week issued its 
37th non-commercial authorization 
in approving an application by the 
state of Louisiana.) 


® Zenith and Skiatron took the op- 


portunity to renew their argument 
for toll tv. Zenith said the crisis is | 
economic, that it includes both) 
u.h.f. and v.h.f., and that the an-| 
swer won’t be found by juggling) 
assignments. 

“The objectives of the commis- | 
sion’s allocation plan cannot be! 
achieved,” Zenith said, “so long as | 
the commission limits the indus- 
try’s economic support to advertis- | 
ing.” 


Zenith suggested that FCC leave | 


the allocations as they are, and 


tions, “for those who can demon- 
strate a need for additional 
economic support in order to cen- 
tinue or commence satisfactory 
service to the public.” 


= Among the ways to demonstrate 
such a need, Zenith said, would be 
to show that the station has no 
inter-connected network affilia- 
tion, or that it averaged less than 
7% hours of network programming 
weekly during the past year. Zen- 
ith said the stations should be 
required to limit pay tv operations 
to 15% of their time. 

To document its statement that 
the problem stems from lack of 
economic support rather than any 
technical differences between v.h.f. 
and u.h.f., Zenith pointed out that 
70% of the tv channels created by 
FCC are vacant; that 75% of the 
nation’s communities have no local 
stations; that 15,000,000 to 25,000,- 
000 people have no tv service; 60% 
of the 275 tv markets have only 
one service; 73% of the post-freeze 
stations are in financial difficul- 
ties, and that 48 u.h.f. and eight 
v.h.f. stations have gone off the 
air during the past three years. 


® Zenith argued the situation is 
due to “an accidental and unnat- 
ural limitation” which arose from 
the fact that radio broadcasting 
found that advertising revenue was 
sufficient to support its system 
without making a direct charge to 
the user. 

“For the lack of a challenge to 
develop further economic support, 
the radio broadcasting industry 
formed the habit of relying wholly 
upon advertising revenue,” Zenith 
said. 

While this did not harm radio, it 
does preclude the establishment of 
a nationwide competitive tv serv- 
ice, Zenith argued. 


# Toll tv is also the subject of an- 
other FCC proceeding which has 
been inactive for several months. 
FCC Chairman George McCon- 
naughey said in a speech early 
this month that several more 
months will be required for FCC’s 
staff to analyze thousands of let- 
ters which were received on this 
problem. He also indicated that 
there are unresolved legal issues 
which FCC faces before it can de- 
cide the toll tv case. 

FCC has set Jan. 6 as the dead- 
line for interested parties to com- 
ment on the suggestions filed to- 
day. 


Tiedeman to Rowe-Doherty 

Louise K. Tiedeman, formerly 
with Robert Gair Co. and Comp- 
ton Advertising, has joined Rowe- 
Doherty Associates, New York, 
public relations counsel, as an ac- 
count executive. 


WILLIAM L. MULLIN, formerly assistant 
advertising manager of McCall’s, 
has been named advertising direc- 
tor of Better Living, New York. 


open the way for new revenue for |He succeeds O. R. Whitaker Jr, 
the industry by authorizing two-|Who is joining The American joined E. T. Howard Co., New 


Weekly as eastern manager. 
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~ Advertising Age, December 19, 1955 


Schever Dannenbaum 


Haverlin 


Tinney 


CHEERFUL GROUP—Following his talk before the Television & Radio 
Advertising Club of Philadelphia, Carl Haverlin, president of 
Broadcast Music Inc., joins in a friendly chat with John D. Scheuer 
Jr., director of public relations and programming, WFIL; Alexan- 
der W. Dannenbaum Jr., commercial manager, WPTZ, and club 
president, and Joseph L. Tinney, v.p. and assistant general man- 
ager, WCAU. Mr. Haverlin was main speaker at the club’s Dec. 8 
luncheon. 


SEC Will Require 
Clearance of Ads 
in Proxy Fights 


WASHINGTON, Dec. 15—While the 
Securities & Exchange Commission 
has decided not to require pre- 
publication clearance of many 
forms of statements by opposing 
camps in proxy fights, it will con- 
tinue to insist that advertising 
and mailings materials be ap- 
proved before use. 

Tighter proxy rules circulated 
by the commission last fall speci- 
fied that virtually everything 
either side said for publication 
had to have advance clearance 
from SEC. After a hearing which 
drew protests about “censorship,” 
the commission announced today 
that it will not require advance 
clearance of speeches, press re- 
leases and radio and tv scripts. 


® At the same time, SEC chair- 
man J. Sinclair Armstrong made 
it clear that contestants will be 
held to account for the truthful- 
ness of everything they say. He 
said SEC will require that speech- 
es, press releases and broadcast 
scripts be filed after their use. 

For the convenience of those 
who want to avoid trouble, SEC 
will continue to give advance 
clearance on request. 

The most recent revision of the 
proposed proxy rules still provides 
elaborate restrictions on the kinds 
of statements that may be made by 
individuals involved in fights for 
control of corporations. Under 
these rules, SEC requires full dis- 
closure about the background of 
the individuals involved, and it 
prohibits the use of many kinds of 
statements, including those imply- 
ing immoral conduct, unless such 
statements are substantiated with 
facts. 


® Mr. Armstrong explained that 
the commission is prepared to go 
to court to get injunctions against 
contestants who make false state- 
ments in press statements, broad- 
casts or speeches, and that it has 
authority to require them to mail 
corrections to all stockholders. 

The modified rules released to- 
day involve three changes from 
the version circulated last fall: In 
| addition to the elimination of the 
| pre-publication review of speech- 
| es, press releases and broadcasts, 
| the new version narrows the rules 
| SO that they apply only to contests 
|for control. The new version also 
|exempts statements in the annual 
|report of the company, so long as 
the report steers clear of the proxy 
fight. 


Quigley Joins E. T. Howard 
Charles P. Quigley, formerly 


‘with Robert B. Grady Co., has 


'York, as an account executive. 


Frank D. Boone, 
Louisville Agency 
Head, Dies at 61 


LOUISVILLE, Dec. 15—Frank D. 
Boone, 61, a veteran figure in the 
advertising field in this city, and 
owner of Boone Advertising Agen- 
cy, died here Dec. 8 of a heart ail- 
ment after a brief illness. 

Mr. Boone was a member of the 
advertising staff of the Louisville 
Courier-Journal and Times during 
1925-1928 and from 1937 to 1945. 
During the intervening time he 
was engaged in similar work in 
Ohio, serving the Toledo Blade as 
assistant advertising director. He 
also filled a term as president of 
the Toledo Advertising Club. Mr. 
Boone specialized in retail display 
advertising during his association 
with the Louisville newspapers. 


® Mr. Boone organized his agency 
in 1945 and operated it continuous- 
ly until his death. He had recently 
moved its offices from the Starks 
Bldg. in downtown Louisville to 
St. Matthews, a nearby suburb. 

A spokesman for the agency 
made known that it would be 
joined some time next month by 
Frank D. Boone Jr., a senior stu- 
dent at Western Kentucky State 
Teachers College, Bowling Green, 
Ky. The younger Boone has done 
radio work during his stay in 
Bowling Green. 


Hallenbeck Succeeds Pratt 

as ‘Life’ Circulation Head 
John Hallenbeck, circulation 

manager of Life, New York, since 

1953, has been named circulation 


Pratt 


Francis 


John Hallenbeck 


director of the magazine. He suc- 
ceeds Francis Dewitt Pratt, who 
resigned to become general mana- 
ger and chief executive officer of 
the American Institute of Men & 
Boys’ Wear. 


Poorman, Butler Adds 2 


Poorman, Butler & Associates, 
Muncie, Ind., has been appointed 
to handle advertising for Dirilyte 
Co. of America, Kokomo, and In- 
diana Pressed Steel Co., Muncie. 
Dirilyte and Colura divisions man- 
ufacture colored flatware and hol- 
low-ware; IPS makes metal stamp- 
ings. Dirilyte was formerly 
handled by Goold & Tierney Inc., 
New York. 
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Advertising Age, December 19, 1955 


Mutual of Omaha 
Calls FTC Witnesses’ 


Testimony ‘Hearsay’ 


New York, Dec. 15—The Fed- 
eral Trade Commission hearings 
into misleading advertising charges 
against Mutual of Omaha, the na- 
tion’s largest health and accident 
insurance company, moved into 
New York this week for two days 
of testimony. 

Results so far might be summed 
up, from the FTC point of view, 
as a case against misrepresentation 
on the part of Mutual’s agents as 
well as misrepresentation in the 
company’s advertising. 

Over the strenuous objections of 
James T. Welch, special counsel 
for Mutual—who protested that 
conversation between policyhold- 
ers and agents was both “hearsay” 
and irrelevant to the FTC charges 
—Examiner Abner E. Lipscomb 
allowed the testimony of a succes- 
sion of former policyholders who 
stated that their disputes with Mu- 
tual were the result of misrepre- 
sentations on the part of the com- 
pany’s agents and misunderstand- 
ings, arising from the advertising 
they read, as to their benefits. 


= One witness, a registered nurse, 
testified that after a ten weeks’ 
confinement she filed an applica- 
tion for $500 in benefits which 
was turned down. Subsequently, 
the company refused to return her 
premium payments. 

Questioned about her feelings 
toward the company’s advertising 
by FTC Attorney Paul R. Dixon, 
the witness said: 

“T felt that their advertising had 
been so deceptive that it wasn’t 
the type of insurance for me to 
carry.” 

On cross-examination, Mr. 
Welch introduced evidence that 
the witness did not give the full 
history of her medical background 
when she applied for a policy. 


s “The agent seemed reluctant to 
put things into the policy,’ she 
replied and, at another point in the 
testimony, “He didn’t seem to be 
interested.” 

Another former policyholder, 
William B. Haugh, said he sent in 
an inquiry to the company after 
“observing advertisements” and, 
in August, 1953, took out a policy. 

His wife had a gall bladder op- 
eration about one year after the 
policy was issued and a claim was 
presented to Mutual which was 
denied. At the time, Mr. Haugh 
received a refund of $117—all the 
premium payments he had made 
up to that point—and his policy 
was cancelled. 


= Asked by Mr. Welch whether 
he had misrepresented his medical 
history when applying for the 
policy, Mr. Haugh said he started 
to tell the agent of his past dis- 
abilities but the agent interrupted 
with: “I. haven’t come here to 
know anything about your past ill- 
nesses, I’ve come here to insure 
you.” The agent further said, ac- 
cording to Mr. Haugh, “What does 
it matter, after six months this 
policy will be in effect.” 

John E. Dale, who described 
himself as “a staunch watcher of 
Arthur Godfrey for years, and I 
believe almost everything he says,” 
stated he was induced to send in 
an inquiry as a result of listening 
to Godfrey commercials and, in 
September, 1953, took out a policy. 
In January, 1954, he was operated 
on for osteomyelitis and subse- 
quently filed a claim for $300. 


= It was rejected and instead he 
received a draft for $217, the 
amount of premiums he had paid 
to that date. 

Once again, Mutual’s lawyer 
started to ask about the medical 
history of the witness. Mr. Dale 


said that when he started to de- 
scribe his double lobar pneumonia 
to the agent, the reply was: “Why 
tell me everything—you can’t 
Pass.” 

The final witness in the New 
York hearing, Mrs. Lillian Olson, 
said she became interested in a 
Mutual policy after reading ad- 
vertisements and listening to God- 
frey or Bob Considine—she wasn’t 
sure which—and “an agent called 
and he talked for hours, how won- 
derful they are. I thought he’d 
never go home.” 


s After hospitalization and sur- 
gery, Mrs. Olson filed a claim 
for $428 and received $141. She 
wrote the company again and re- 
ceived an additional $35. 

Based on her recollection of Mu- 
tual’s advertising—which was 
somewhat hazy—she testified that 
she expected to receive $15 a day 
for her hospital commitment “and 
they paid $5.” Her actual hospital 
bill was $14 daily. 

Examiner Lipscomb agreed with 
Mr. Welch that the witness’ 
statements about coverage were 
based more upon her conversation 
with the Mutual agent than upon 
her reading of advertisements, 
which she could not clearly iden- 
tify. 

Among the spectators in the 
courtroom during the hearing were 
representatives from Mutual’s two 
advertising agencies, Roberts & 
Reimers and Bozell & Jacobs, in- 
cluding Board Chairman Morris 
Jacobs. The hearings continue in 
Philadelphia Dec. 16 and are slated 
to conclude in Washington next 
week, although a decision is not 
expected for months. The hearings 
have been moving from city to city 
for the convenience of FTC wit- 
nesses, 


= It seems evident from the way 
the FTC complaint is being prose- 
cuted by Mr. Dixon and fought by 
Mr. Welch, himself a former FTC 
lawyer, as well as by earlier testi- 
mony taken in Washington at 
which the witnesses were Jim Far- 
lee, assistant v.p. in Mutual’s ad- 
vertising department, and Howard 
Eclair, v.p. in charge of claims, 
that the commission, in part, is 
questioning what control, if any, 
is exercised over health and acci- 
dent companies by state insurance 
departments. Mutual contends that 
certain points at issue are within 
the jurisdiction of the states and 
in no way fall under the protec- 
tive umbrella of the federal body. 


Hallicratters Will Become 
Subsidiary of Penn-Texas 

Subject to approval by stock- 
holders, Hallicrafters Corp., Chi- 
cago, has been sold to Penn-Texas 
Corp., fast-growing holding com- 
pany in the oil, electronics, mate- 
rials-handling and machine tool 
fields, for an estimated $6,300,000. 
As a Penn-Texas subsidiary, Hal- 
licrafters will continue to manu- 
facture tv and home radio sets, 
amateur radio equipment and in- 
dustrial electronics equipment, 
though more emphasis will be 
placed in the future on military 
goods. 

Present Hallicrafters manage- 
ment will be retained and so will 
the company’s agencies—Burton 
Browne Advertising and Walker B. 
Sheriff Inc., both Chicago. Present 
Hallicrafters sales volume is above 
$25,000,000 annually. 


Howard Named to P.O. Board 

Jack R. Howard, president, 
Scripps-Howard Newspapers, has 
been sworn in as a member of the 
Post Office Department advisory 
board, replacing Consuelo N. Bail- 
ey, who resigned after becoming 
lieutenant governor of Vermont. 
The board, set up on the basis of a 
recommendation of the Hoover 
Commission, is intended to help 
the Post Office develop policies on 
rates and other problems. 


Last Minute News Flashes 
Staudt Named Ad Manager of Hudson Motors 


Detroit, Dec. 16—George L. Staudt, advertising manager of Har- 
nischfeger Corp., Milwaukee, has been named advertising manager of 
the Hudson Motors division of American Motors Corp., effective Jan. 
3. George R. Browder continues as director of advertising and mer- 
chandising. 


Democrats May Select Agency Next Week 


WasHINcTON, Dec. 16—Democratic National Committee is expected 
to select an agency for its 1956 campaign soon, probably by the middle 
of next week. Only three contenders have been identified—Norman, 
Craig & Kummel, Biow-Beirn-Toigo and Joseph Katz Co. (which 
currently has the account). All three are reported “alive,” but a 
spokesman said there is also “an outside chance” the account will go 
elsewhere. 


‘Life’ Ad Revenue May Hit $121,000,000 in ‘55 


New York, Dec. 16—With advertising revenues of $34,700,000 in the 
fourth quarter, Life expects to hit a 12-month total of $121,000,000. 
This is the third straight year in which the magazine billed more than 
$100,000,000. Total pages for 1955 will reach 4,397. In 1954 Life billed 
$7,400,000 less than this year’s total. 


Ellington Gets Westinghouse Overseas Account 


New York, Dec. 16—Westinghouse Electric International Co., over- 
seas marketing arm of Westinghouse Electric Corp., will move its ad- 
vertising account on Jan..1 from National Export Advertising Service 
to Ellington & Co. 


Make All TV UHF, GE Advises FCC 


WASHINGTON, Dec. 16—General Electric Co. today urged the Fed- 
eral Communications Commission to suspend processing of u.h.f. tele- 
vision grants until the completion of the present allocations study. 
GE suggested FCC should consider moving all tv to the 70 u.h.f. chan- 
nels over a five to seven-year period. 


Frankfort Will Change Name to Four Roses 


New York, Dec. 16—Frankfort Distillers Co., which markets Four 
Roses, Paul Jones, Hunter and Wilson whiskies and Paul Jones gin, 
will change its name to Four Roses Distillers Co. Jan. 1. The new 
name “will permit the public to identify our sales organization with 
our major brand,” the company said. 


Cohen Supplants Grey as Doeskin Agency 


New York, Dec. 16—Doeskin Products has appointed Harry B. 
Cohen Advertising as agency for all its products, effective Jan. 1. This 
includes Doeskin facial tissue, bathroom tissue, dinner and luncheon 
napkins and new Doeskin Magic Towel. Grey Advertising is the pres- 
ent agency. 


Grey, Bach Get Hat Corp. Divisions 


New York, Dec. 16—In a complete reshuffle of its agencies, Hat 
Corp. of America has appointed Grey Advertising to handle its Dobbs 
division and Henry Bach Associates for its Knox division. Lambert & 
Feasley previously handled both lines. The company also is moving 
the Cavanagh division out of Mears Advertising, but a new agency 
has not been selected yet. Announcing the changes, Bernard L. Sales- 
ky, president, said that beginning next fall, “we intend to double our 
national schedule, use more ads in color and stress the fashion aspect 
to a greater degree than it’s ever been stressed before.” 


Allied Chemical Division Shifts to Basford 


New York, Dec. 16—Allied Chemical & Dye Corp.’s nitrogen divi- 
sion has appointed G. M. Basford Co. to handle advertising for its in- 
dustrial chemicals, effective Feb. 1, replacing the present agency, Ath- 
erton & Currier. The division’s farm chemical advertising remains 
with Albert Sidney Noble. 


Parliament Cigarets Will Change Dress Too 


New York, Dec. 16—Benson & Hedges division of Philip Morris & 
Co. is reportedly readying a new package for Parliament cigarets. A 
company spokesman, while refusing to comment on specific brands, 
admitted that the company “has plans under way for a number of 
changes in the spring.” Biow-Beirn-Toigo has the Philip Morris ac- 
count; Leo Burnett Co. handles Marlboro, and Benton & Bowles serv- 
ices Parliament and Virginia Rounds. 


Burnett Names Three V.P.s; Other Late News 


e Leo Burnett Co., Chicago, has divided its broadcasting department 
into two divisions and has named two v.p.s to head them. They are 
Lee Bland, v.p. in charge of the production division, and David Dole, 
v.p. in charge of the business division. Gordon Minter, manager of 
film production in the agency’s Hollywood office, has also been named 
a v.p. 


e Frank Healy will become general manager of Assn. of Canadian 
Advertisers, Toronto, Jan. 1. He succeeds Athol McQuarrie, who is re- 
tiring after holding the job for 14 years. Mr. Healy formerly worked 
for Ford of Canada, Canadian Press and the Tea Bureau. 


e Harvey Volkmar, account executive on the Lord Calvert whisky 
account at Geyer Advertising, New York, has moved to Dowd, Red- 
field & Johnstone, which handles Calvert Distillers Co.’s Carstairs 
whisky. AA was told this does not mean that the Lord Calvert ac- 
count will be moved. 


e Henry Gorski, advertising manager of P. Ballantine & Sons, has 
resigned. He will take a vacation before making any future commit- 
ments. James Mac Diarmid, who has been assistant ad manager and 
associated with Ballantine for the past 20 years, has been named 
acting advertising manager. 


e George Forman, formerly one of the advertising principals at Bul- 
ova Watch Co., has been named advertising manager of Emerson Ra- 
dio & Phonograph Corp., Jersey City, N. J. 


e Alan Ginsburg, formerly assistant to the president, has been named 
v.p. in charge of merchandising and sales of the Lionel Corp., effec- 
tive Jan. 1. 
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Opposed by Own 
Examiners, FTC 
Asks Insurer Code 


(Continued from Page 1) 
adviser. 

In their replies to FTC’s com- 
plaints, many of the insurance 
companies have been fighting mad. 
Besides questioning FTC’s juris- 
diction, several companies pointed 
out they already had cleared the 
disputed copy with the commission 
staff because they do mail order 
business and are subject to trade 
practice rules previously issued by 
the commission for mail order in- 
surance companies. A number of 
the answers also contended that 
FTC built its case by taking lan- 
guage out of context. 


# In its announcement today FTC 
agreed that Congress contemplated 
a division of responsibility be- 
tween itself and the states. It said 
it was inviting, in addition to the 
companies, state insurance regula- 
tory officials and representatives 
of the National Assn. of Insurance 
Commissioners, which has drafted 
its own advertising code for the 
industry (AA, Dec. 5). 

State insurance officials were 
invited, FTC said, “‘so that pooling 
of expert aid and assistance will 
serve to create a basis for not only 
a timely but a uniform corrective 
solution.” 

FTC did not indicate which of 
the five commissioners had moved 
to speed up the insurance cases by 
channeling them into a trade prac- 
tice conference. The commission 
announced, however, that the con- 
ference will be under the supervi- 
sion of Commissioner Lowell Ma- 
son, who long ago publicly stated 
his belief that the insurance prob- 
lem was so general and widespread 
that the only expeditious way of 
settling it would be through such 
a conference. 


s Among the initial decisions is- 
sued today was a second ruling by 
Hearing Examiner Hier, repeat- 
ing the position he had taken two 
weeks ago that FTC cannot review 
insurance operations in the 44 
states that have local control sys- 
tems. 

The decision by Examiner Cox 
limited FTC’s authority over 
American Hospital & Life Insur- 
ance Co., San Antonio, to its oper- 
ations in the state of Mississippi. 
But then he proposed to drop the 
case because he found that state- 
ments cited by FTC either were 
not misleading or were taken out 
of context. 


s Although not endorsing the 
“buyer beware” theory, he stated 
in a view at wide variance, in 
this respect, to the one advanced 
by Examiner Hier, that insur- 
ance buyers must read policies 
carefully. “The prospective pur- 
chaser,” he said, “should have a 
definite understanding of, or 
procure an informed interpretation 
of, any insurance policy before he 
buys it. 

“The FTC is enjoined by law 
to prevent unfair and deceptive 
acts and practices in commerce, 
but it is not required to be legal 
adviser or personal guardian of 
every prospective purchaser.” 

As a practical matter, he said, it 
is impossible to cite “in a read- 
able advertisement all the terms 
and provisions” of an insurance 
policy. 

“All an advertiser can do is call 
attention to the main features of 
the contract and, by appropriate 
language, red flag any important 
qualifications or conditions,” he 
said. 

The initial decisions are all sub- 
ject to review by the commission. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with ordef. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


Growing Wisconsin 4A Agency has open- 
ing for agricultural copy writer with 
agricultural college training and practical 
experience. Opportunity for client con- 
tact and advancement. Congenial associa- 
tes. Give age, education, experience and 
references. 
Box 7959, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. HA 17-1991 Chicago 


ARTIST. Growing display producer, mid- 
west, not large city, needs fifth creative 
man with ideas, capable of quick color 
comps. Salary open. Write point-of-pur- 
chase exp. and ambitions. 
Box 7961, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SPACE REPRESENTA- 
TIVE for THE ROTARIAN, Mid-West ter- 
ritory, offers drawing account against 
commission. Opportunity for man with 
proven sales ability. Apply by letter only. 
State complete experience, age, educa- 
tion, earnings and references. Write Box 
7960, Advertising Age. 

200 E. Illinois St., Chicago 11, Illinois 
MOLENE PERSONNEL 
SPECIALIST IN GOOD JUDGMENT 
ANDOVER 3-4224 
BANKERS BLDG. CHICAGO 3, ILL. 


SALES OPPORTUNITY 
We are looking for a man under 35 who 
can immediately, or after a short training 
period, sell and service local and national 
advertising accounts. We are located in 
Chicago and are the fastest growing com- 
pany in the direct mail advertising field. 
The right man is assured an excellent fu- 
ture. Send full resume in confidence with 
first letter. 
Box 7940, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING 
ACCOUNT EXECUTIVE with shoe and 
with agency experience ............. to $15,000 


PUBLIC RELATIONS MAN to manage 
Chicago office. Need agency experience. 
ACCOUNT EXEC with food experience for 
large Chicago agency 
COPYWRITER with consumer agency ex- 
perience. Chicago location. ..........$10,000 
ARTIST for medium size agency ........ 
SHAY EMPLOYMENT AGENCY 
30 W. Washington St. Chicago 2, Il. 


ADVERTISING MANAGER—for retail 
food chain. Man or woman with food mer- 
chandising background, newspaper copy 
and layout skill, creative talent. $7500 
yearly in salary and bonus, plus insur- 
ance, hospitalization and retirement ben- 
efits. Write Bonham’s Foods, Inc., 3002 
S. Alameda, Corpus Christi, Texas. 


BUSINESS OPPORTUNITIES 


ADVERTISING SALESMAN—Young but 
experienced advertising salesman to sell 
space in New York, Pennsylvania and New 
Jersey for young but up-and-coming na- 
tional trade paper. Salary and commission 
basis. State minimum starting income re- 
quirement. 


Box 7965, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


YOUNG COPY WRITER man or woman, 
for right hand, president, small fast grow- 
ing Chicago Manufacturer. We sell house 
to house, mail order, also to drug, grocery, 
hardware, variety, super-market, depart- 
ment, chain stores and wholesalers. We 
use direct mail, premiums, coupons, news- 
papers, magazines, radio, television ad- 
vertising. Wonderful opportunity learn 
promotion, advertising technique from A 
to Z, above fields. Advertising managers 
job possibility. Send details, education, 
experience, salary desired. Samples will 
be returned. Must start at once. 


Box 7962, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BARNARD'S ALERT EMP. SYSTEM 


NATIONWIDE 
BE SURE AT BARNARD’S 
Adg. Art Publ’ Research 
WA 2-2306 202 S. State Chicago 


CREATIVE LAYOUT MAN 
Experienced with all types of advertising 
layout, including point-of-sale display 
sketches and collateral material. Hamilton 
& Associates - SUperior 7-4252. 


Advertising Agency 

ARTIST WANTED 
Layouts, lettering, line spots, pasteups, 
folders. Experienced man only. Must have 
knowledge of mechanicals. Agency pleas- 
antly situated in up state New York. Sal- 
ary open. Future limited only by your 
ability to create good art. Send a few 
good samples which will be returned in 
good shape. 

Box 7958, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


AGRICULTURAL ART 


<e every preee of adver- 

tising. Send tor the NEW 

farm animal clip _ books 
use . $3.00 each 

or two for 5.00. 

and ickens 


now 


7265 N. Ridge Dr. 


“Our 45th Year” 
WANTED 


For all of you in the North and 
you-all in the South, The Merriest 
Christmas and Happiest New Year. 
And if we can help you toward 
this goal, please call upon us. 


GLADER CORPORATION 


“The Agency's Agency” 
Sranuey D. Kocu, Dir. Adv. Div. 


110 S. Dearborn CE. 6-5353 Chicago 


Los Angeles publisher of 4 industrial 
publications desires associate. Feeling 
tired and wants to live to enjoy his earlier 
efforts. Minority interest available with 
full protection. Must be experienced and 
responsible. 
Box 7963, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Test Sanders Dandy ABC 3 
Avon Herald News - Nunda News 
Livingston County Leader, Geneseo, N.Y. 
Tops in grass roots value 


UNUSUAL OPPORTUNITY - Publisher 
of Catholic periodical seeking partner. In 
replying write brief sketch g ving person- 
al background. 
Box 7964, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


Varityped Sales Literature 
Can create, write and produce sales 
material, manuals, catalogues etc., or 
make copies for reproduction by you. 
Complicated tabular statistical forms are 
a specialty. Expert work. 
Box 7957, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


YOUR PRODUCT placed on National & 
Los Angeles Giveaway Shows at low cost. 
We also arrange film star Endorsements. 
Write Roberts & Gail, 5880 Hollywood 
Blvd., Hollywood 28, Calif. 


MERCHANDISE MGR. 
MAJOR RECORD CO. 


One of America’s leading pho- 
nograph record companies 
seeks outstanding man now 
employed in merchandising ca- 
pacity with a record company. 
In replying give present f pec 
tion, prior experience, and sal- 
ary requirement. Should be 
oe to re-locate. Write Box 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ill. 


Fine, Fast, Fairly Priced Photography 


pics 


phetographers 


DEARBORN 2-1062 


187 N. LASALLE. CHICAGO = ILLIN@IS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


_— 


others. 
Our clients are among the top 


ability, and to grow. 


200 E. Illinois St. 


PUBLIC RELATIONS 


We are expanding our agency to accommodate new business, 
and have these attractive openings in Chicago for: 
—A publicity specialist who can do important news writ- 
ing, research, and client and media contact. 


—a man who can do all the above, plus helping supervise 


ers in many fields. Our company, one of the older PR firms, 
is a vital organization which has shown rapid and substantial 
growth. We offer you a chance to join a creative group in a 
responsible capacity, to capitalize on your public relations 


Please submit full information in your application, including 
references and work samples. Our staff knows of this ad, 
and your inquiry is confidential. 


Box 637, ADVERTISING AGE 


nationally known manufactur- 


Chicago 11, Ill. 


IMPORTANT OPPORTUNITY 
FOR AGENCY 
MARKETING-MERCHANDISING 
EXECUTIVE 


A client of mine, a strong 4-A agency, 
has exceptional opportunity for an 
account executive with broad back- 
ground in sales, sales promotion and 
creative marketing. Preferably middle 
30's or early 40's 

Write me in complete confidence. 


JOHN ORR YOUNG & ASSOCIATES, INC. 
Advertising Consultant 


113 West 57 St., Steinway Hal! 
New York 19, N.Y. 


- a a ee . * 
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| Tolk Joins Biderman in PR 


Bernard Tolk, associate editor | 
of Printers’ Ink, is resigning Jan. | 
ganization started three years ago | 
by George Biderman. The com-| 
pany will change its name to Bi- 
derman, Tolk & Associates. Mr. 
Tolk has been on the editorial | 
staff of PI for 10 years. Mr. Bider- | 
man handles public relations for | 
the Premium Advertising Assn. of 
America and is now executive sec- 
retary of the group. 


1 to join the public relations or- | 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 = 


Promotion 
Manager 


@ We need a promotion mana- 
ger for one of the nation’s top 
trade magazines, the magazine 
that within six years has zoomed 
to one million dollars in billings. 
@ This young man, probably 
under 35, would welcome the 
opportunity to create a reputa- 


tion for himself as the spearhead 
of a powerful force in American 


industry. He can write, talk, 
negotiate and get along with peo- 
ple as befits an executive on the 
way up. 
@ He will live in New England. 
His salary will be $10,000. His 
ceiling is literally unlimited. More 
than likely, he should have a 
background of media promotion, 
Write Box 639. 
ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


200 E. Illinois St. 


PRODUCTION MAN 


Want to live and raise your family in a 
fine, medium-sized city, in vacation area 
2 hours from Chicago? No more tiresome 
commuting or crowded conditions; ideal 
residential neighborhoods 10 minutes from 
office; lakes, streams, golf courses nearby. 


Agency in million-plus class, handling 
several leaders in their fields, wants able 
man for mechanical production. Good 
salary and opportunity for a key man who 
wants to put down roots. 

Send photo, home phone, résumé includ- 
ing interests, and a few samples with 
your first letter. Prompt action and re- 
turn of your material guaranteed. Your 
inquiry held in confidence. 


Box 636, ADVERTISING AGE 
Chicago 11, Ml. 


ADVERTISING PERSONNEL 
Employer—Employee 
Investigate 
our active confidential service 
Betty Clem 
DRAKE PERSONNEL, INC. 
220 S. State © HArrison 7-8600 © Chicago, Ill. 


DO YOU HAVE 
THIS RESEARCH 
EXPERIENCE? 


Medium sized, growing agen- 
cy located in the midwest (not 
Chicago) needs a man with 
sufficient experience and 
background to direct research 
in marketing, product-plan- 
ning, copy - testing, media 
evaluation. Not a Ph.D., but a 
practical man who knows how 
to organize and carry out re- 
search projects, using spe- 
cialized services where indi- 


cated. 


This is a fine opportunity with 
a well - established agency 
handling a list of substantial 
accounts. 


Give us a resume of your ed- 
ucation and experience—send 
snapshot if possible. Replies 
confidential. Box 627, Adver- 
tising Age, 200 E. Illinois St., 
Chicago, Ill. 


PRODUCTION 
EXECUTIVE 


LARGE DAILY NEWS.- 
PAPER in the New York 
area, with history of continu- 
ing expansion, is seeking a 
man with the technical ex- 
perience and the personal { 
capacities to administer and 
coordinate the various as- 
pects of printing production 
and quality control. Main 
responsihilities will be in the 
field of quality control. 
He must be thoroughly fa- 
miliar with photoengraving, 
composing room, stereotype { 
and pressroom operations, 
preferably as a top mechan- 
ical executive. A_ suitable 
age would be between 40 
and 50 years. Night work. 
{ Salary $15,000. Liberal em- 
( ploye benefits and retire- 
{ ment plan. Write giving de- 
tails of work history and 
personal qualifications to:— 
Box 638 
ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N.Y. 


PUBLIC RELATIONS MAN 
Excellent pening with international 
industrial manufacturer located in 
Chicago for man 25-35 with these qual- 
ifications: industrial public relations 
and roduct publicity background; 
experienced news writer; creative abil- 
ity. Knowledge of advertising desir- 
able. Must have some college courses 
in related subjects. Submit full resume 
and sala requirements. 

Write Box 633, Agreeing Age 
200 E. Illinois St., Chicago 11, Mi. 


,’ * 
Season's Greetings 
Sincere wishes for a very Happy Holiday 
season to all of the Advertising Fraternity 
whom I had the pleasure of serving in 1955. 
May 1956 bring much joy and happiness 
to you and yours. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 


WABASH EMPLOYMENT AGENCY 
202 8S. State St., 


cNC 
Chicago 4, WAbash 2-5020 


CREATIVE MAN... 

for radio, TV, publication agp 
on top farm accounts with 4- 
Chicago ency. Marvelous op- 
portunity for right man. Write in 
confidence to Box 634. Advertising 
Aaa E. Illinois St., Chicago 


PACKAGE DESIGN 
SALES EXECUTIVE 


One of the largest package design con- 
sultants in New York has an opening for 
a sales executive to solicit nationally 
known manufacturers of packaged mer- 
chandise. He should have the following 
background and characteristics: 


Substantial experience in packaged mer- 
chandising, materials and techniques and 
ability to use this experience effectively. 
Creative, imaginative and inventive, yet 
practical. Able to verbalize ideas rapidly 
whether oral or written. 


Ability to understand motives of others 
and to size up complicated human rela- 
tions situations. Enjoy contact work and 
find persuading others rewarding. Able 
to work with sustained concentration and 
to pay proper attention to both details 
and the overall aspects of the job. An 
effective organizer and administrator able 
to grow into a position of top level re- 
sponsibility and decision making. 


Our staff knows of this ad. Replies will be 
held in strict confidence. 


Box 635 ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


7 
> 


GOLDEN QUEEN—Ann Adamo was 


crowned “Miss Golden Anniver- 

sary” at the 50th anniversary din- 

ner of the Adcraft Club of Detroit. 

Club president Clark H. Stevens 
does the honors. 


National Brands Are 
Capturing the Pubs, 
Beer Expert Warns 


(Continued from Page 3) 
sonal and planned to break at a 
specific time.” 

Moreover, he adds, “the adver- 
tising theme should be merchan- 
| disable—in displays, in presenta- 
|tion kits for salesmen, in dealer 
| mailings, in sales meetings—so 
that the sales force clearly knows 
all about it and can sell it to the 
trade.” 


#® On the trend toward national 
premium-brand dominance of on- 
premise volume, Mr. Stacy de- 
clares: 

“If national brands take over 
all on-premise volume as they now 
have taken most Class A outlet 
volume, they will experience an 
increase in their package sales. The 
resultant loss in volume to smaller 
brewers will so weaken them that 
they will be less and less able to 
afford the type of marketing pro- 
gram which they need to retain 
their consumer franchise.” 

On so-called management astig- 
matism, Mr. Stacy insists that 
brewery managements, instead of 
regarding last year’s sales figure 
as a sacred cow, must do more in 
offering specific sales plans and 
ideas to help salesmen meet their 
sales quotas. 

“Neither mathematics nor sta- 
tistics will sell beer,” he says, “but 
intense planned sales effort will.” 


Old Discovery 
Whisky Gets New 
Distributor, Agency 


New York, Dec. 12—Distribu- 
tion of Old Discovery, a blend of 
straight whiskies, formerly mar- 
keted here by Renfield Importers, 
has been taken over by Blue Crest 
Wine & Spirits Corp., Long Island 
City, and the advertising account 
has been moved from Reach, Yates 
& Matoon to Ben B. Bliss Co. 

A new advertising program has 
been launched in New York me- 
tropolitan newspapers, headlining 


Walter Lowen 


PLACEMENT AGENCY 


Headquarters yee 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 


Please write briefly ovtlining your 
specific experience or personnel needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 

MU 9-2630 


Old Discovery as a “90 proof whis- 
ky with the heavy-bodied He-Man 
flavor.” 

Old Discovery is distilled by the 
company of that name in Penn- 
ington, N. J., which is owned by 
Renfield Importers. Distribution 
is limited to the New York market. 


Hoover Joins Fitzgerald 

Larry Hoover, formerly publicity 
director of Time Inc., New York, 
has joined Stephen Fitzgerald & 
Co., New York, as a principal as- 
sociate. James E. Pitt, with Time 


Inc. for nine years, has been 
named to succeed Mr. Hoover, 
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Kerwin Fulton, 70, 
Outdoor Ad Trail 
Blazer, Is Dead 


New York, Dec. 13—Kerwin H. 
Fulton, 70, board chairman and 
chief executive officer of Outdoor 
Advertising Inc. and one of the 
outstanding figures in the outdoor 
industry for the past 40 years, died 
Dec. 10 of a heart attack at his 
home here. He had looked forward 
to celebrating his 50th year in out- 
door advertising in 1956. 

Born in Truro, N. S., Mr. Fulton 
came to New York at the age of 17, 
with $9.40'in his pocket. He im- 
mediately invested in a situation 
wanted ad, his first advertising 
campaign. It led to a job with the 
Van Beuren Billposting Co. Twelve 
years later, in 1913, Mr. Fulton be- 
came v.p. of the company. 

In 1917, Van Beuren and New 
York Billposting Co. were merged, 
and Mr. Fulton became president 
of the combined company. From 
1917 to 1926 he was also president 
of the Poster Advertising Co., and 
from 1919 to 1931 of the O. J. Gude 
Co. as well. During this period of 
his career he took an active part 
in helping to organize 18 outdoor 
advertising companies. 

In 1925, under Mr. Fulton’s lead- 
ership, 21 outdoor companies 
joined under the name of the Gen- 
eral Outdoor Advertising Co. Four 
years later the merger was ended 
by a consent decree. 


# In 1931 Mr. Fulton organized 
Outdoor Advertising Inc., as the 
national sales organization of the 
industry. He served as its president 
until last May, when he became 
chairman of the board. At that 
time he told AA, in a joint inter- 
view with Warner R. Moore, his 
successor as president of OAI, 
about new plans for expanding the 
activities of the organization. 
Asked about retirement, he de- 
clared that “any thought of retire- 
ment is nauseating.” 

Outdoor operators credit Mr. 
Fulton with inaugurating or mak- 
ing possible many of the innova- 
tions in the field during the past 
25 years. His organization of OAI, 
many say, virtually saved the in- 
dustry during the depression years. 

A large, forthright, vigorous 
man, Mr. Fulton dominated the 


Kerwin Fulton 


victions. A week ago, at the Chi- 
cago convention of the Outdoor 
Advertising Assn. of America, of 
which he was former board chair- 
man, Mr. Fulton presided as 
chairman of the session on nation- 
al sales. 


= He made a strong appeal for 
industry solidarity and for a spirit 
of enthusiasm to pave the way for 
a new era of industry progress and 
prosperity. 

In addition to his other activities, 
Mr. Fulton was a founder, director 
and former vice-chairman of the 
Advertising Council and secretary- 
treasurer of the Traffic Audit Bu- 
reau. He was a member of the ad- 
visory council, University of Notre 
Dame, a member of the Advertis- 
ing Club of New York, the Canadi- 
an Club of New York, the Canadi- 
an Society of New York, the 


‘Uptown Club of New York, and 


the Recess Club of Detroit. 


NEWELL FARRAR 


PETALUMA, CAL., Dec. 13—New- 
ell (Jerry) Farrar, 50, advertising 
manager for the Montgomery Vil- 
lage News, Santa Rosa, died in a 
San Francisco hospital Dec. 8, after 
a three weeks’ illness. 

Mr. Farrar, a native of Denver, 
joined the San Francisco Chronicle 
in 1935 and served four years as 
that paper’s Marin County corres- 
pondent. Then he moved to So- 
noma County, where he worked on 
a number of newspapers. From 
1952 to 1954 he was head of the 
Petaluma bureau of the Santa Rosa 
Democrat. 


ROBERT E. SHELBY 
TEANECK, N.J., Dec. 13—Robert 


industry by sheer force of person- E. Shelby, 49, v.p. and chief en- 
ality and the strength of his con-! gineer of National Broadcasting 


on 


Co., died Dec. 8 of a heart 
attack at his home here. A pioneer 
in the development of b&w and 
color television, Mr. Shelby had 
been associated with NBC since 
1929. He was named v.p. and chief 
engineer in 1954. Born in Austin, 
he received his degree in electrical 
engineering from the University 
of Texas and joined NBC shortly 
afterward. He had a long list of 
technical achievements to his 
credit, including development of 
an airborne tv _ reconnaissance 
system for the U. S. Navy. 


LOUISE WHARFF ROGERS 


New York, Dec. 14—Mrs. Louise 
Wharff Rogers, 74, retired presi- 
dent of Adco Inc. and a former 
president of the Advertising Wo- 
men of New York, died Dec. 2 in 
New York Hospital after a long 
illness. She was the wife of Dr. 
Alfred Rogers and had been ac- 
tive for many years in the adver- 
tising and printing fields here, be- 
fore her retirement several years 
ago. 


HERBERT S. WATERS 


Monrc air, N.J., Dec. 13—Herb- 
ert S. Waters, v.p. in charge of 
sales, Koolfoam division of Dayton 
Rubber Co., died here Dec. 6 
after an illness of several months. 
Mr. Waters, formerly with Lehman 
Bros. and a sales promotion coun- 
sel for several department stores, 
was the brother of Norman D. 
Waters, head of the New York 
agency bearing his name. The 
Waters agency handles Koolfoam. 


RAY G. MAXWELL 


SarASOTA, FLA., Dec. 13—Ray G. 
Maxwell, 68, member of a promi- 
nent family in the advertising and 
publishing fields, died in his home 
here Dec. 2. He had lived here for 
two years since his retirement. He 
formerly was New York advertis- 
ing representative of Ladies’ Home 
Journal. Mr. Maxwell was a 
brother of Lloyd, exec. v.p. of 
Roche, Williams & Cleary, Chicago; 
Clair, retired former president of 
the old Life magazine, and the late 
Lee W., who was president of 
Crowell-Collier Publishing Co. 


A. LEE H. JONES 


MONTREAL, Dec. 13—A. Lee H. 
Jones, 73, provincial sales manager 
for McGraw-Hill Publishing Co., 
New York, died Dec. 1 at his home 
here. Mr. Jones was well known in 
Canadian and American publishing 
circles. For many years he was 
sales manager of the Canadian 
General Electric merchandise divi- 
sion, and had been with McGraw- 
Hill for the past 20 years. 


Retail Grocers Expect 
Good Year in 1956 


Members of the National Assn. 
of Retail Grocers will set a record 
in new store construction in 1956, 
according to Mrs. Marie Kiefer, 
secretary-manager of Nargus. New 
construction is expected to top 
10,000—approximately 2,700 more 
than in 1955. Capital investment in 
food store equipment and machin- 
ery may be nearly double that of 
1955. 

Food prices and profits should 
remain about the same, Mrs. Kie- 
fer estimated. Independent grocers 
expect increased sales volume in 
56 due to increased population 
and the demand for more expen- 
sive and highly processed foods. 


=e 


LOM PRE CGE SETS IE OE ALE ¢ 
nase phen 


Kynett 


Hart Duffy 


50 YEARS OF SERVICE—A “Declaration of Esteem” is presented to re- 
tiring Audit Bureau of Circulations directors William A. Hart (28 
years) and Bernard C. Duffy (22 years) by H. H. Kynett, Aitkin- 
Kynett Co., ABC director. Mr. Hart resigned from the board in 
October, following his retirement as director of advertising for 


E. I. du Pont de Nemours & Co. 


He is currently president of the 


Advertising Research Foundation. Mr. Duffy is president of Batten, 
Barton, Durstine & Osborn. 


MacDonald Retires from 
U.S. Steel: Three Promoted 


J. Carlisle MacDonald will retire 


Jan. 1 as assistant to the chairman 


of the board in charge of public 


relations of U.S. Steel Corp. With 
his retirement, three members of 
the public relations staff will be 
promoted to new jobs. Phelps H. 
Adams becomes executive director 
of p.r. and assistant to the board 
chairman. Charles W. Huse takes 


over the directorship of p.r. admin- | 


istration, and Fred LePell becomes 
his assistant. 


Butler Raises ‘Outdoor’ 
to Division Level 

Outdoor advertising products, 
formerly under the special prod- 
ucts division, have been given full 
sales division status at Butler Mfg. 


Co., Kansas City, Mo. The com- 
pany makes steel outdoor panels, 
bulletins and component parts, in 
addition to steel buildings, farm 
equipment, and other products. 

Robert H. McKinley has been 
appointed sales manager for the 
new outdoor division. He has been 
handling the promotion for But- 
ler’s outdoor panels, as well as 
other Butler products, for the past 
three years. 


New ENGLAND HOM! 


QUIPMENT [JEALER 


NEW ENGLAND, N. Y. &N. J. 
Regional Trade Paper for: 
| PLUMBING & HEATING 


AIR CONDITIONING & VENTILATING 
LP-BOTTLED GAS & APPLIANCES 
Needhom 92. Mass. * 


Est. 1947 


CANADA'S No. 


side newspapers. This market is 


od cd 


1 Test Market 


The London Free Press 


@ A PURE MARKET 
London is a one paper market unaffected by the circulation of out- 


covered by 9 editions daily which 


offers wide opportunity for testing rural or urban markets separately. 


@ A CO-OPERATIVE MEDIUM 


Through the co-operative advertising department of the London 
Free Press, you may add a “crispness” to your test campaign by 
stock checks, dealer tie-in advertising, sales promotion support and 


split-runs. 


@ CANADA’S SEVENTH MARKET 


Whether it be for a test campaign or as part of your national effort, 
the London Free Press is the only medium completely covering 
Canada’s Seventh Market. Look first to this economical medium for 


results! 


Ontario’s Largest Daily Newspaper 
Circulation Outside Toronto 


implify your purchase of engravings 
for letterpress and gravure... (and 
assure maximum reproductive quality) | 


Larger volume and increased store 
efficiency are expected to offset 
possible increased wage, tax and 
; transportation costs, which are re- 
... by ordering from one source: | sponsible for about 80% of all in- 


America’s finest photoengtaving plant. creases in food prices. ° 


94,436 — Publisher's Statement, March 31st, 1955 


LONDON © 
FREE PRESS 


London 
Ontario 


’ 
Dees Joins ‘Everywoman's’ 
Helen Page Dees, formerly a 
member of the research staff of 
Bryan Houston Inc., has joined 
the research staff of Everywom- 
~ an’s Magazine, New York. 


“COLLINS, MILLER & HUTCHINGS, INC. 


letterpress « gravure be 
CANADA'S FAVOURITE TEST NEWSPAPER 
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IN SAN FRANCISCO. 
IT'S THE EXAMINER 


In any market one newspaper is Newspaper Number One. 
In San Francisco and northern California, it’s The Examiner... 


first in news, circulation and advertising. 


7 : The San Francisco Examiner is represented 


nationally by Hearst Advertising Service. 
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